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Psyche goes into action for White 
Rock, but with her lissome form 
more completely draped than usual. 
may have been afraid that 
Grover Whalen would see her. 


She 


7; 3 


Listerine has finally permitted 
that often-a-bridesmaid-never-a- 
bride gal to get herself a man. In 
advertising, as in the movies, the 
scenario should always provide a 
happy ending. 
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Speaking of financial advertising, 
a brokerage house has of- 

‘red to “put your name on our 
v vailing- -list.”’ But most of the cus- 
tomers are fully prepared to do 
their own. 
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National Cotton Week ran smack 
into the Republicans’ National Debt 
Week. They agreed that getting 
the surplus cotton out of hock is 
almost as big a job as getting Uncle 
Sam out of debt. 
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The standard cotton promotion 
plan used to include an appeal to 
the beauty of the Southland to wear 
cotton stockings, but some things 

re too great a sacrifice even for 

today’s Scarlett O’Haras. 
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Bruce Barton told radio listeners 
now hard and unsuccessfully he 
tried to persuade a lot of big cor- 
porations to find a job for a young 
and deserving friend. He would 
have had better luck calling the 
neighborhood grocer. 
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; If you’ve seen the news reels, 
you've probably discovered by this 
time that a triumphal tour by visit- 
ing royalty depends a lot on their 
skill at quick costume changes. 
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King George and Queen Elizabeth 
' experienced their only relief from 
‘ being treated like visiting royalty 
when some unrehearsed kisses were 
bestowed on them by the Dionne 
auints. 
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A farm market survey shows that 
22 per cent of the homes have bath- 
tubs. Modern progress has not yet 

ffered a serious challenge to the 
popularity of the old swimming- 
v 
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quiz program for Philip Morris 

been replaced with a swing 
isic offering. But don’t worry, if 

listen hard you can still ac- 
tulate a lot of miscellaneous 
ess information. 
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you are one of those rugged 
iividualists who don’t like serial 
ies, baseball broadcasts or ques- 
s-and-answers games, you're in 
i: bad summer with your radio. 
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\ lot of people have been taking 
ithorized liberties with the 
e Ranger. Just to be on the 

side, this announcement is 
ranceed to be non-commercial: 

Yo Silver! 
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id to relate, a research expert 
ires us that more women than 

look at pictures of feminine 
in advertisements. But it’s all 
t, he said pictures. 
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Solving the Social Problem... 
SUZY-DROOPY-ITIS 


Take & COuTe® In Floatin Bea nnd rate 
Ss 
A * for smartness nme weinkles or butnops 
—~Bo sag, no slump ne pnichers! Floating 
Bra is a cinch course for Glamour Girls 
and all others. Ie glamounses from your 
hi ue rward, adds beautiful accent to your 
pe uy y 
ust . . is the only suit with Ganmer’s 
patented mnee hea! 
Left, gurgvomr wevy stripe satin Lasten with 
Voariag Bra, $6.95. Mighs ghenmumg oon -crepe 
with classic Vines, geuwd septal! $695 


ebee Comener core $5.95 ap 
ab poor doctor 


at pmaet shop 
+ weite for ayle honk 


GANTNER Floating Bra ° 
SWIM SUITS 
CANTMER © MATTERN CO- dx Fresrins MexBos 
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Any member of the younger generation 

who hangs her head in shame this sum- 

mer may be guilty of a new “social” 
ailment. (Story on Page 5.) 


Toilet Goods Makers 
Hear Appeal for 
Industry Campaign 


Thomas Says Cosmetic 
Market Can Be Doubled 


in Size 


New York, May 25.—Urging that 
serious consideration be given to an 
industry-wide advertising campaign 
for the toilet goods manufacturers, 
H. Gregory Thomas, chairman of 
the bureau of standards, yesterday 
told the Toilet Goods Association 
that the cosmetic field is young and 
undeveloped and could be expanded 
to a market twice its present size. 

Mr. Thomas’ annual report to the 
association at its convention here 
followed a review of the industry’s 
many legal and government prob- 
lems given by Hugo Mock, associa- 
tion counsel. 

H. L. Brooks, president of Coty, 
Inc., was re-elected president of 
the association. 

Other action taken by the group 

(Continued on — = 27) 
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Canadian Copy 
Shows Deference 
fo Royal Couple 


Cigarette, Tobacco 
Companies Profit in 
Dominion Promotion 


Toronto, May 25.—Canadian ad- 
vertisers have followed traditional 
British conservatism in refusing to 
permit the visit of the King and 
Queen to justify any but the most 
discreet and dignified merchandis- 
ing tie-ups. 

Although usual restrictions con- 
cerning the advertising use of pho- 
tographs of royal persons and in- 
signia were temporarily loosened, it 
is obvious that Canadian advertis- 
ers here felt that too blatant pro- 
motional attention to the visit 
would detract from the dignity of 
the Crown. 

Royaity’s own attitude toward the 
situation is possibly indicated by a 
ruling given during the audience 
the Dionne quints had with the 
King and Queen. No photographs 
were permitted which actually 
showed the quints and Their Ma- 
jesties together. It was reported 
that this ruling was made by the 
Queen because the quints them- 
selves had become such well known 
figures in United States advertising. 

Many Copy “Naturals” 

The arrival of Their Majesties 
provided a copy “natural” for sev- 
eral companies, chiefly users of 
outdoor posters. The famous Buck- 
ingham Palace guardsmen long fea- 
tured by Buckingham cigarettes 
stand to attention on a new poster 
while saluting the king and queen. 

The Scotch lassie who has always|~— 

(Continued on Page 28) 


Rural Listeners 
Show Fondness 
for Daytime Shows 


New York, May 25. — Daytime 
radio listening is more popular 
among rural residents than city 
dwellers, the Cooperative Analysis 
of Broadcasting reported today in 
its third annual survey of rural 
audiences. 

Out of 89 evening programs 
whose audiences were measured by 
CAB, only 14 rated higher among 
farm folk than in urban communi- 
ties. Of 67 daytime programs, all 
except 11 rated higher among rural 

(Continued on Page 29) 


Rochester Reports Benefits 
in Early Food Stamp Test 


TO < EEN'S TASTE 


‘To the King ! Pin 


and jor Vout ; 


been made the octcsian tor creat 
ing © masterpiece. Fosterio crofiemen have patpeteoted 
# ie a t2-inch orpste! serving etete of simple, taper 


An huterie ever? hos 


beevty for present day ute 

as well @ priceless heirloom. 
in te diamond bright @epths, you will retogsize Aan 

fest detas, hoed cred ond hand-etehed 2 eprahety 


le Gays t come @ «it Oe, 


tymbolic of regs! Amercan made ¢rystal. .detigned as 
© commemerotion piets ond deserving @ efoce ef 
honer im your home, 
The limited edition 's priced St only $3* cock ond car 
be aderwa trom you reguict Fasteds deoler 
* Pree sg ihty nig + the Whew 
. ~ 
Re 
¥ Fm % a 
x 
* : 
. <€ *. . 


Fostoria Glass Company offers “Com- 
memoration Crystal," a limited edition 
in honor of the royal visit. Magazine 
copy is marked by a regal quality. The 
limited quantity is expected to make the 
se a collector's item. 


John O. ‘Young, 


Co-founder of Y&R, 


Organizes Agency 


New York, May 25.—John Orr 
Young, co-founder of Young & 
Rubicam, who has been absent from 
the agency field for four years, re- 
vealed today that he is organizing 
a new agency. Headquarters have 
already been established at 610 
Fifth avenue. 

The announcement, which Mr. 
Young declined to amplify, said 
that the agency will be “devoted 
to a custom-built service for a 
highly restricted number of class A 
accounts.” When the agency will 
be opened, and who will be asso- 

(Continued on Page 29) 


Last Minute News Flashes 
Glass Container Group Launches Bottle Drive 


New York, May 26.—First insertions in a test campaign featuring 
a “no deposit” bottle for beer and ale were released today by the Glass 


Container Association of America through Pedlar & Ryan. 


Copy will 


appear in Boston, Providence and Springfield for the next 12 weeks. 


Asserts Milwaukee Beer Can't Be Made in Chicago 


Chicago, May 26.—The Joseph 


Schlitz Brewing Company of Mil- 


waukee has filed suit in federal court here to restrain the Bismarck 


Brewing Company from using the phrase “Milwaukee Style Beer” 


labels for its product. 


on 


The petitioner, nationally known advertiser of 
“The Beer that Made Milwaukee Famous,” 


asserts that only brewers in 


that city can make the brew known as Milwaukee beer. 


Shavemaster Improvement Spurs Special Copy 
Chicago, May 26.—Full page magazine copy will be used by Chicago 


Flexible Shaft Company to herald the “475” 
ment in the Sunbeam Shavemaster, 


ager, announced today. 
close as any straight edge razor. 


comb and cutter improve- 
A. E. Widdifield, advertising man- 


The improvement is said to render a shave as 
Color copy in Esquire and The Satur- 


day Evening Post and black and white copy in Life will break just prior 


to Father’s Day. 


Perrin-Paus Company is the agency. 


Retailers Anticipate 
Sales Volume Rise of 
$35,000 Weekly 


Rochester, N. Y., May 26. — With 
the eyes of merchandisers focused 
on this city, the first in which the 
federal government’s surplus food 
stamp plan is being tested, local 
business men today reported evi- 
dences of a noticeable upswing in 


|all food sales with indications point- 


ing to a definite, although slower, 
improvement all along the retail 
front. 

(In New York the National Food 
and Grocery Conference Commit- 
tee expressed its approval to Sec- 
retary of Agriculture Wallace of 
the manner in which the Rochester 
experiment is being handled. De- 
tails on Page 29.) 

Since the plan was launched May 
16 about 5,000 relief clients have 
purchased stamps and an additional 
3,600 will be on the eligible list by 
the end of the week. Expectations 
are that when the plan gains full 
momentum retail grocers alone will 
enjoy a weekly sales increase of 
$35,000 above normal. 

Representatives of national food 
advertisers are on hand here to ob- 
serve the workings of the experi- 
ment along with Department of 
Agriculture officials. The latter 
have already hailed the plan as a 
success. 


See Broad Gains 


William Schalber, president of 
the Monroe County Food Dealers 
Association, pointed out that the 
ability of relief clients to obtain 
free the ten commodities designated 
as surplus will automatically divert 
money formerly spent for these 
items into food channels outside the 
surplus category. 

Products designated as surplus 
here are butter, eggs, dry edible 
beans, dried prunes, oranges, grape- 
fruit, wheat and whole wheat flour 

(Continued on Page 29) 


Wheaties Sets 
Doubters Straight 


on Endorsements 


Chicago, May 25.—Seeking to re- 
store to their natural position any 
raised eyebrows resulting from the 
imposing list of athletes batting out 
testimonials for Wheaties, General 
Mills this week informed the medi- 
cal profession that the endorse- 
ments “are factual and authentic.” 

Admitting that in most cases it 
pays “modest sums for the privi- 
lege of using these champions’ 
statements,” General Mills asserted, 
in full-page copy in the Journal of 
the American Medical Association, 
that “payment makes the statement 
not one iota less truthful.” The 
company’s policy in_ securing 
Wheaties testimonials was set forth 
as follows: 

“The athlete must actually like to 
eat Wheaties and must of his own 
accord eat them reasonably often, 
otherwise he will not be signed. 
The statement agreed upon must 
reflect as closely as possible the 
player’s own personal opinion of 
Wheaties, expressed in his own 
way.” 

Wheaties and the advertising 
claims made for the product are 
accepted by the AMA’s Council on 
Foods 
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Court Dismisses 
$25,000 Idea Suif 
Against Fawcett 


New York, May 25.—A $25,000 
advertising idea suit against Faw- 
cett Publications, brought by Aver- 
ell Broughton, was dismissed by 
Justice Aaron Steuer in supreme 
court here yesterday. The case re- 
volved around a promotion plan 
suggested to Fawcett by Mr. 
Broughton in 1936, when he so- 
licited the publishing account for 
his employer, the Jerome B. Gray 
& Co. agency. Mr. Broughton now 
operates his own agency here. 

The suit, which was thrown out 
of court the second day after trial 
began, was brought under two al- 
leged causes of action. The plain- 
tiff contended that he submitted 
“new and novel” plans which were 
used by Fawcett but never paid for, 
and that he had prepared the plan 
at the request of Fawcett and was 
entitled to $25,000 for his services. 

Attorneys for Fawcett argued 
that the publisher never agreed 
to buy Mr. Broughton’s plan nor 


were any of his ideas ever ap- 
propriated. They admitted that Mr. 
Broughton had made an unsolicited 
bid for the account, but claimed 
that his proposal was rejected and 
the account placed with J. M. 
Mathes. The account is now han- 
dled direct. 


Ideas Used Previously 


When the plaintiff was cross-ex- 
amined on the witness stand, it was 
brought out by defense counsel that 
ideas used in the Fawcett promo- 
tion campaign in early 1937 upon 
which the suit was based had been 
employed by Fawcett itself, Comic 
Weekly, Cosmopolitan, and Photo- 
play, years before that time. It 
was also brought out that some of 
the ideas were embodied in “Show- 
manship in Business,” a book by 
Kenneth Goode and Zenn Kaufman 
which was first published in 1936. 
Mr. Broughton claimed he did not 
read the book until 1937. 


Newell-Emmett Named 
Cunard White Star, Ltd., New 
York, has appointed Newell- 
Emmett Company, New York, to 
handle newspaper advertising of its 
transatlantic tours. Cecil & Pres- 
brey, New York, will continue to 
handle newspaper cruise promo- 
tion, and Buchanan & Co., New 


York, magazine advertising. 


LOTS OF FUN FOR SUBWAY RIDERS 


. 


Instead of depending on a printed portrayal of its sales story, Admiracion Lab- 
oratories tacks a chunk of synthetic hair onto its subway advertising cards in 
New York. 


“Happiness” to Bow 


Happiness, a new quarterly mag- 
azine, will be issued June 1. Arthur 
Bruce Benington is publisher, John 
Golden, promotion director, and 
William H. Averill, editor. Head- 
quarters are at 1560 Broadway, New 
York. 


To M. H. Hackett 


Curtiss-Wright Corporation, New 
York, has named M. H. Hackett, 


New York, to direct its account. 


Of 


select one 


course you can 
program, one hour, one rigid 


list of stations to carry your pro- 


gram—if you want to. But isn't 
there a better system? 
F & P think there is, and have 


proven it to quite a number of 
our customers. Working hand- 
and-glove with twenty-four top- 
flight stations in strategic mar- 
kets, we can help you lay out a 


plan that will make your pro- 


gram a favorite in one or all 
these markets—help you get the 
time that is most productive in 
each market—help you get the 
most for your money, regardless 


of the amount... . 


F & P are spot radio specialists. 
If you are thinking of radio. 
we'd like to tell you all the ways 
in which we can be of assist- 
ance. Qur six offices are listed 


helow. 


~~ 


CHILDRENS | 
OUTFITS” 


FREE & PETERS. inc. 


(and FREE, JOHNS & FIELD, INC.) 


Picueer Radia Station Representatiues 


CHICAGO 
180 N. Michigan 
Franklin 6373 


NEW YORK 
ZAT Park Ave. 
Pinasa 5-4131 


DETROIT SAN FRANCISCO 
New Center Bidg. Ome Eleven Sutter 
Trinity 2-S8444 Sutter 4353 


| Exclusive Representatives: 
WGR-WHRBW .ccccccces Buffalo 
WGA seceessevecess Cincinnati 
. , , MPP reririre Davenport 
J. rere Des Moines 
WEE Sc ecacsisvvcevoesensa Fargo 
WOWO-WGL ....... Ft. Wayne 
BEM? ceccseseeese Kansas City 
WOM UED sotacesveeeses Louisville 
WTCN ....Minneapolis-St. Paul 
i SPP rvecrrrri ye Peoria 
DE bb etccadeewe dose St. Louls 
.  ,  MPPTeTerryrrerry Syracuse 
Southeast 
. sp MTT Eee Charleston 
wis .....-Columbia 
. i oj ge REEPeLECrere Raleigh 
| rrr Roanoke 
Southwest 
a. Ft. Worth-Dallas 
EE WEe cot vcccccsseceedéces Tulsa 
Pacific Coast 
KOIN-KALE ......... Portland 
BRO cececsccess San Francisco 
KVI . Seattle-Tacoma 
LOS ANGELES ATLANTA 
Cc. of C. Bidg. 617 Walton Bidg. 
Richmond 6184 Jackson 1678 


Classifications 
Controversy Marks 
1938 Budget Study 


New York, May 25.—The con- 
troversy over standardized adver- 
tising classifications in the meas- 
urement of expenditures in major 
media cropped up again this week 
as the result of a new analysis of 
1938 budgets released by the Bu- 
reau of Advertising, American 
Newspaper Publishers Association. 

The breakdown covers 23 major 
classifications as followed by Media 
Records. Although the newspaper 
expenditure figures were compiled 
by Media Records, the magazine, 
farm paper and radio figures were 
based on Publishers’ Information 
Bureau’s reports, with the latter’s 
classifications re-arranged to con- 
form to Media Records’ practice. 
Aside from the classification varia- 
tions, the analysis deducts all ad- 
vertising in The American Weekly 
and This Week from the magazine 
totals, where PIB regularly places 
them, and includes the expenditures 
in the newspaper totals. 

Following release of the Bureau 
analysis, PIB announced it could 
not “justify any of the figures re- 
leased in this report” as far as 
magazine, farm paper and radio fig- 
ures were concerned. The service 
added that “after 25 years effort to 
set up a standard classification to be 
used by all it seems most unwise 
to have another classified analysis 
of PIB figures released.” 


Breakdown of Total 


According to the Bureau analysis, 
a total of $376,318,593 was spent 
last year in the four media. Of this 
total newspapers are credited with 
$148,713,036, or 40 per cent. 

The seven leading classifica- 
tions—groceries, automotive, toilet 
requisites, tobacco, medical, alco- 
holic beverages, housing equipment 
and supplies—accounted for an ad- 
vertising investment of $286,898,654 
in 1938, the study shows, with 
newspapers receiving 39 per cent 
of the total; magazines, 31 per cent; 
radio chain, 23 per cent; radio spot, 
4 per cent; and farm papers, 3 per 
cent. 

The analysis shows that the ma- 
jor classifications favoring news- 
papers last year—automotive, to- 
bacco, alcoholic beverages, public 
utilities, medical and transportation 
—spent a total of $94,166,755 in 
newspapers; while magazines led in 
the toilet requisites, housing equip- 
ment and supplies, wearing apparel 
and amusements with a total of 
$56,951,662. Groceries were con- 
centrated in chain and spot radio, 
the combined expenditure being 
reported at $35,529,190; and agricul- 
ture was concentrated in farm pa- 
pers with an expenditure of $2,- 
690,770. 


Printing Club Elects 


James C. Blanchard, Jr., Blanch- 
ard Press, has been elected presi- 
dent of the Young Printing Execu- 


tives Club, New York. Other new 
officers are: Henry A. Schneider, 
Charles Francis Press, vice-presi- 


dent: Carl A. Lee, Western Newspa- 
per Union, Inc., treasurer; and O. 


K. Eden. New York Employing 
| Printers Association, secretary. 


Admiracion Tests 
Third Dimension 


on Car Cards 


New York, May 24.—A _ three- 
dimensional car card, with a chal- 
lenge to urchins who delight in 
mutilating posters, is being tested 
here by Admiracion Laboratories. 
The card, said to be the first of its 
kind, will be extended to other 
markets if the experiment is suc- 
cessful. 

The third dimension consists of a 
piece of bedraggled, synthetic hair 
which ties in with the headline, 
“For hair that has been abused.” 
To take care of the pestiferous 
youngsters, Admiracion has printed 
a reproduction of the hair under- 
neath the actual specimen, so that 
its lady won’t be completely bald 
if the kids perform a scalping. 

Charles Dallas Reach Company, 
Newark, is the Admiracion agency. 


C. H. Lesser Takes 
Over Distribution 


of Packard Razor 


New York, May 24.—Charles H. 
Lesser, who was president of Bost 
Tooth Paste Corporation until he 
sold his interest to Barbasol Com- 
pany five months ago, has acquired 
from the Progress Corporation, now 
in receivership, distributing rights 
for Roto-Shaver and Packard elec- 
tric shavers. 

Mr. Lesser now heads Fairfield 
Manufacturing Company, which 
has headquarters here at 480 Lex- 
ington avenue. He has selected 
Samuel G. Krivit Company to 
handle advertising of Roto-Shaver 
and Packard, and a test campaign 
embracing newspapers and 
radio will be undertaken shortly. 

Both Packard and Roto-Shaver 
will be marketed under fair trade 
contracts where such laws exist and 
the price will be protected in other 
states. Roto will sell for $12.50, 
and Packard for $7.50. Both prod- 
ucts will be nationally advertised 
again upon completion of the test 
drive, it is expected. 


Delco Heating Account 
to Rochester Agency 

Delco heating division of General 
Motors Corporation has appointed 
Stewart, Hanford & Frohman, 
Rochester, N. Y., as agency. 

The air conditioning portion of 
the division will continue with 
Lord & Thomas. The latter former- 
ly also handled the heating copy. 


ABP Awards Prizes 


Two cash prizes and four copies 
of a book on advertising have been 
awarded to student winners in a 
contest conducted by Associated 
Business Papers, Inc., New York, at 
the University of Wisconsin for the 
best essays on “The Economic 
Function of the Business Press.” 
The competition, a phase of the as- 
sociation’s educational program, 
may be extended to other schools 
next year. 
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PRACTICAL BUILDER'S 70,000 building 
contractor readers provide manufacturers 
most direct method of contact at lowest 
cost with largest bona fide list. (Adver 
tisement.) 
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THE CHRISTI AD Seems —— at Ste 


NEW YORK OFFICE: 500 Fifth Avenue 


AN SCIENCE MONITOR 
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a “Shey Mysteriae Solved eee r Pre redness: 
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Why do 188 retail advertisers of San Francisco, 
California, place advertising in The Christian 
Science Monitor, a daily newspaper published in 
Boston, Massachusetts? The answer is indicated 
by the following excerpts from letters written by 
San Francisco advertisers who have used the 
Monitor: 

“We have been using the Monitor advertising 
columns for several years and can say it is one of 
the few mediums we use to which we can trace 
results. We are entirely satisfied with it and 
expect to continue with it.” 

“A careful record has been kept for the past 
two years of advertising results for the 


San Francisco retailers advertise 
in The Christian Science Monitor 


School,” wrote an advertising agency, “and The 
Christian Science Monitor advertising shows the 
lowest cost of inquiries and registrations of all 
media.” 

"I have had so many responses to my adver- 
tisement . . . in The Christian Science Monitor 
that I wish to express my gratitude. . . . Orders 
have come from all parts of the country... . I 
will continue to use The Christian Science Moni- 
tor for advertising.” 

Such results are typical of those obtained by 
advertisers—both retail and general—in all parts 
of the country who have used the Monitor. For 
further evidence query our nearest office. 


Names of advertisers quoted will be given upon request. 


THE CHRISTIAN SCIENCE MONITOR | 


A DAILY NEWSPAPER FOR ALL THE FAMILY 


Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


OTHER BRANCH OFFICES: Chicago, Detroit, Miomi, St. Louis, Konsos City, Son Francisco, Los Angeles, 
Seattle, London, Paris, Geneva. 
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May 29, 1939 


Nielsen Completes 


6-Month Test Survey 


with New Audimeter 


Device Is Basis for 
Company's Radio Index 
Service 


Chicago, May 25.—-Executives of 
the A. C. Nielsen Company today 
reported that the initial survey con- 
ducted since last September with 
the 200 new Audimeters has demon- 
strated a high degree of accuracy 
for the device which provides a 
continuous check on radio listen- 
ing habits. 

The Audimeter is the heart of 
the Nielsen Radio Index, which the 
company expects to launch shortly. 

The initial survey with the 200 
Audimeters is being continued in 
Illinois, Wisconsin, Indiana and 
Ohio homes. Nielsen field men 
make monthly visits to these homes. 
On each visit they take out the 
completed tape, install a new one 
and make a household inventory of 
all radio advertised products. 


Requires Little Attention 


The Audimeter is essentially a 
graphic recording instrument, and 
is housed in a small box, attached 
to and generally placed inside the 
radio. It requires no attention 
from the occupant of the home, nor 
does it require any servicing other 
than the change of the tape every 
30 days. 

The completed tape shows only a 
graph line which must be decoded 
in the Nielsen office. The decoding 
and subsequent “reading” reveal 
minute details on the listening 
habits in individual homes. It 
shows when the radio was on, what 
programs were tuned in, when they 
were tuned out and also indicates 
which parts of typical programs are 
a ye the tapes re- 
ceived from a number of homes 
show that a large number of listen- 
ers to a certain program immedi- 
ately tune it out when the an- 
nouncer — or any performer — 
speaks, the sponsor of the program 
will be guided in making essential 
changes. 

The monthly household inven- 
tory taken by the field men is also 
emphasized by H. L. Rusch, execu- 
tive vice-president, as a factor of 
much value in radio surveys. This 
information, it was asserted, will 
enable the radio advertiser to find 
out just how effectively his pro- 
gram is doing a selling job as well 
as how it ranks in entertainment 
appeal. 

Data compiled in the initial sur- 
vey has included information on 
about 20 leading network pro- 
grams, Nielsen officials reported. 
While they declined to comment 
specifically upon listening to any 
one of these shows, they did make 
these general statements: 


There is a wide variation in the) 
telephone | 


amount of listening in 
and non-telephone homes. Some 
programs get 67 per cent of their 
listeners in non-telephone homes, 
while others get only 35 per cent 

One of the most popular radio 
stars will be surprised when he 
learns what a large percentage of 
colored homes listens to him. 

Racial characteristics also exer- 
cise a profound influence upon pro- 
gram choice. One of the leading 
20 programs includes in its audi- 
ence 54 per cent of a certain racial 
group. Less than 1 per cent of this 
same group listen to another of the 
leading shows. 

One leading hour program which 
has a large small town and rural 


audience is rated beyond tenth 
place by the telephone method. 
whereas by the Audimeter method 


this program ranks second 


R. L. Johnson to Move 


Robert L. Johnson Magazines. 
Inc., will open new offices on the 
69th floor of the Chrysler bldg 
New York, in July 


American Home 
Products Acquires 
Clapp Baby Foods 


Jersey City, N. J., May 25.— 
Harold H. Clapp, Inc., which pio- 
neered in the $20,000,000 annual 
baby foods in- 
dustry, has been 
sold to American 
Home Products 
Corporation by 
Johnsor & John- 
son, which ac- 
quired the Clapp 
company in 1931. 

H. W. Roden, 
president and 
general manager 
of Clapp, will 
continue as op- 
erating head of 
the American 
Home Products division, and will 
move his offices to headquarters 
here in the near future. 

No changes are contemplated in 
advertising plans. Young & Rubi- 
cam has handled the account since 
1931. The bulk of the budget has 
been spent in national magazines, 
with annual magazine expenditures 
totaling over $300,000. 

Commenting on the transfer of 


H. W. Roden 


| 


ADVERTISING AGE 


ownership, Mr. Roden said the 
Clapp company, since its founding 
in 1921, has multiplied dollar sales 
volume ten times in the past five 
years. Since 1927, sales of strained 
baby foods have increased from 3,- 
000,000 units to over 150,000,000. 
He indicated that the future is stil] 
bright despite these gains, since 
only about 35 per cent of all babies 
are fed strained foods. 


Continue Independent Policies 


Clapp’s independent management 
policies will be continued. New 
products will be confined to the 
field of child feeding. Since Ameri- 
can Home Products engages in 
manufacture and sale of its ethical 
drug products in various parts of 
the world, whereas Clapp has con- 
fined its activities to this country 
and Canada, it is likely that baby 
products will be marketed in other 
countries in the future. 

Mr. Roden joined J & J in 1927 
as assistant manager of the Modess 
division. He became director of the 
baby products division in 1929, and 
later a director and vice-president 
in charge of advertising. He 
arranged the purchase of the Clapp 
company for J & J in 1931, and be- 
came sales and advertising manager 
of the new acquisition. In 1934, he 
became president and general man- 
ager. 
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American Satety 
Razor Slashes 
Gem Blade Prices 


New York, May 25.— American 
Safety Razor Corporation took 
space in more than 100 newspapers 
in key cities this week to announce 
a price reduction on Gem blades. 
The new price, 25 cents for five, 
against the former 35 cent figure, 
was also heralded extensively 
through outdoor posters. 

The reduction will be promoted 
in advertisements ranging up to 450 
lines for the next eight weeks. 
There will then be a lull for the 
summer, to be followed by straight 
selling copy in the fall, once the 
new price has been established. 

A graduation and Father’s Day 
campaign on the company’s Gem- 
lectric shaver is now in progress, 
with insertions scheduled for Col- 
lier’s, Esquire and The Saturday 
Evening Post. The shaver is also 
being promoted by means of a win- 
dow display contest. Passersby are 
invited to go into the retail store 
carrying the display and guess the 
time required to shave by the indi- 
vidual pictured in the windows. 
Federal Advertising Agency han- 
dles the account. 


Hooper Offers 
New Radio Report 


“Hooper Cumulative Station Audi- 
ence Reports,” a new type of station 
audience study, has been announced 
by C. E. Hooper, Inc., New York. 

The basis will be hitherto unused 
station listening data, compiled dur- 
ing surveys on program popularity 
This information is being tabulated 
for the seven-month winter seaso; 
from October, 1938, through April, 
1939. 


NBC Promotes McConnell 


James V. McConnell, formerly as- 
sistant to the vice-president in 
charge of sales, has been appointed 
to the newly created post of na- 
tional spot and local sales man- 
ager of the National Broadcasting 
Company. He will head all sale: 
activities of NBC owned, operated 
and programmed stations. Mr. Mc- 
Connell joined NBC in 1931 as 4 
network salesman. 


Campaign for Force 

Hecker H-O division of Hecker 
Products Corporation, New York. 
has launched a newspaper cam- 
paign in Eastern markets for Force, 
cold cereal. Copy features a pre- 
mium offer of a table napkin with 
two packages of Force. Erwin. 
Wasey & Co., New York, is in 
charge. 
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ADVERTISING AGE 


Sees Rich Field 
for Youth in 


Consumer Work 


Palo Alto, Calif., May 23.—Don 
E. Gilman, vice-president of the 
Western division of the National 
Broadcasting Company, took a new 
view of the consumer movement 
here last week in an address to 
the Stanford University Graduate 
School of Business when he pic- 
tured it as a new and comparatively 
untouched field for college gradu- 
ates beginning business careers. 

“The trend in this consumer 
ovement must be studied,” he de- 
elared, “and its eventual effect must 
be anticipated. If it is destructive 
in effect, then it must be offset by 
ntelligent opposition. 


Trained to Analyze 


“Trained to analyze results ob- 
tained by survey or scientific study, 
the college graduate who has spe- 
cialized in these things may find a 
place for himself in many business 
organizations which in the future 
may find it necessary to meet this 
growing trend.” 

The consumer movement is grow- 
ing, Mr. Gilman emphasized, and 
nay outlast the present period of 


business recession. He pointed out 
that most of its proponents are now 
not identified with business. 

“As in the case of the labor move- 
ment,” he remarked, “where per- 
sons not employed in an industry 
profit by its difficulties, so in the 
consumer movement the propon- 
ents and propagandists who are for- 
warding the consumer movement 


are not identified with business. 
Nevertheless, they are becoming 
powerful pressure groups which 


will direct these trends.” 


“Ken” Reduces Price 


Effective with the June 1 issue, 
the price of Ken, formerly 25 cents 
per copy, has been reduced to ten 
cents. This move is the result of 
tests, held in Illinois and Nebraska, 
in which the circulation more than 
doubled within the first two days 
of sale when the magazine was of- 
fered at ten cents. W. Scott Pat- 
jens, formerly Eastern advertising 
manager of The American Weekly, 
has joined Ken as advertising man- 
ager. 


CBS Names Wheelock 
Columbia Broadcasting System 

has appointed Ward Wheelock 
Company, Philadelphia, to handle 


the account of American Record 
Corporation, New York, a_ sub- 
sidiary. 


‘Suzy-Droopy-Itis’ ? 
Bursts Forth as 
Sad Social Evil 


(Picture on Page 1) 


San Francisco, May 24.—Halitosis, 
athlete’s foot and the other dreaded 
social diseases familiarized by ad- 
vertising this week welcomed a 
newcomer to their ranks when 
“Suzy-Droopy-lItis,” a particularly 
odious ailment limited to the female 
of the species, was introduced to 
an already troubled world. 

Sponsored by Gantner & Mattern 
Company, the new plague was said 
to succumb to application of a 
Gantner “Floating Bra” swim suit. 
Suzy-Droopy-Itis, adorns the head- 
line of a test series of advertise- 
ments appearing in current issues 
of college newspapers throughout 
the country. Thus far 20 papers 
are carrying the copy, which has 
been placed through National Ad- 
vertising Service, and more will be 
added. 


Simple as A-B-C 
To solve the social problem of 


Suzy-Droopy-Itis, girls are ad- 
vised by the copy to “Take a course 


in Floating Bra and rate A’s for 


smartness ... no wrinkles or bumps 
—no sag, no slump... no snickers! 
Floating Bra is a cinch course for 
Glamour Girls and all others. It 
glamourizes from your hips up- 
ward, adds beautiful accent to your 
bust... is the only suit with Gant- 
ner’s patented inner bra!” 

The college paper campaign will 
be tied in with extensive merchan- 
dising through dealers in college 
towns. Emil Brisacher and staff is 
the agency. 


New Farnsworth Receiver 
for Mass Consumption 


Farnsworth Television & Radio 
Corporation, Fort Wayne, Ind., will 
introduce a standardized television 
receiver to a mass market by the 
middle of October. 

Reception will be on 441 lines 
with pictures running at 33 frames 
a second, according to B. Ray Cum- 
mings, vice-president, and will have 
less flicker than present moving pic- 
ture films. 


Kilgore Joins Oldetyme 

George J. Kilgore, formerly with 
Cosmopolitan, and previously in 
charge of liquor advertising for the 
New York Herald Tribune, has 
joined Oldetyme Distillers, Inc., 
New York, as a member of the sales 
staff. 


A Gain—here's proof that 


LOOK 
—fast! 

LOOK doesn’t know 
whether Pebeco sales were 
upped 1094—20% or 50%, 
since the figures are not 
available. LOOK does know 
that this exclusive campaign 
moved a lot of tooth powder 
off the druggists’ shelves. 

Surprising! No! Every 
page of LOOK is so interest- 
ing — so compelling that 
every member of over 1,500,- 
000 families reads LOOK 
from cover to cover. Every 
advertisement gets better 
read; consequently it pro- 
duces more sales action. 

Drug gists—30,000 of them 
—know LOOK is a great 
sales force. They see how 
fast it sells to their best able- 
to-buy customers. 


moves merchandise 
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Confectioners Are 
Wary of New State 
Food, Drug Laws 


Association Hears Suc- 
cess Story of Advertis- 
ing Drive 


Chicago, May 24.—Like many 
other industry groups, the National 
Confectioners’ Association devoted 
a large part of its convention here 
this week to analysis of pressing 
legislative problems, particularly 
the possibility of “premature” state 
food and drug law action by legis- 
latures still in session. 

Also scheduled, however, were 
reports which included an appraisal 
of the merchandising-advertising 
campaign sponsored by the associa- 
tion for the past 18 months. While 
this campaign has not been as ex- 
tensive as some members of the as- 
sociation desire, it has apparently 
done much to achieve one of its ma- 
jor objectives — consideration of 
candy as a food. 

Wilford L. White, chief of the 
marketing research division of the 
Bureau of Foreign and Domestic 
Commerce, accented this view in an 
address to the group. Mr. White 
presented a review of the Bureau’s 
new booklet summarizing 1938 pro- 
duction and distribution trends in 
the candy industry. 

He pointed out that the rise and 
fall in candy sales is in increasingly 
close alignment with the graph line 
on food sales. This, he added, may 
be construed as an indication that 
many people do consider candy as a 
food rather than a luxury. 

The industry report, issued this 
week by the Bureau and compiled 
through the cooperation of the as- 


sociation, shows that while total 
production remained nearly con- 
stant in 1938, dollar volume de- 


clined 7 per cent from 1937. 

Total production was two billion 
pounds. Total sales were in excess 
of $298,000,000, with the five-cent 
bar accounting for about 80 per cent 
of total production in bar goods. 

Independents’ Sales Gain 

Distribution statistics show that 
the wholesaler took a smaller pro- 
portion of manufacturer sales for 
the first time since 1931. Manufac- 
turers’ sales to independent dealers 
increased despite the decline in to- 
tal sales. 

The association received its re- 
port on the merchandising-adver- 
tising campaign from Thomas J. 
Payne, Reed Candy Company, Chi- 
cago, when it was announced that 
Otto Schnering, of the Curtiss 
Candy Company, has resigned as 
chairman of the association commit- 
tee handling this work. 

Mr. Payne said that approxi- 
mately $29,000 worth of promo- 
tional material had been sold to the 
members of the industry during the 
past 18 months. This material in- 
cluded transparencies, seals, logo- 
types, package inserts, posters and 
a variety of other material. 

Most of this material was sold at 
cost. At the start of the campaign, 
the committee was given $4,000. A 
total of $6,000 has been contributed 
by outside sources. 

Among the convention speakers 
was William R. Harshe, Chicago 
public relations counsel, who em- 
phasized the value of profit sharing 
and multiple management plans in 
creating friendly employer-labor 
relations. 


Embich and Ford Named 


House Beautiful and Town & 
Country will henceforth be repre- 
sented separately instead of in com- 
bination. J. R. Embich, a member 
of the advertising staff of House 
Beautiful, and Arnold Ford, of the 
advertising staff of Town & Coun- 
try, have been appointed New Eng- 
land representatives of the maga- 
zine. 


“Retailer” to ABC 


The Gasoline Retailer, New York, 
|has been admitted to membership 
jin the Audit Bureau of Circulations. 
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Cites Dual Value 
of Premiums in 
Direct Selling 


New York, May 25.—The Na- 
tional Association of Direct Selling 
Companies this week heard a vig- 
orous exponent of premiums class 
them as effective sales tools when 
used either for consumers or the 
sales staff. 

This speaker, Henry S. Bunting, 
publisher of Business Promotion, 
said that consumer premiums are 
valuable in direct selling because 
they enable the salesman to use an 
indirect approach. 


Important to Salesmen 


Premiums are even more impor- 
tant as salesmen’s prizes than as 
bonus awards to purchasers, he 
added. Prize offers to the sales 
force must be dramatized to be 
effective, and the best basis for 
sales contests is for each represen- 
tative to work not against the rest 
of the staff but against his own 
past record. 

V. E. (Sam) Vining, director of 
department store sales of Westing- 
house Electric & Mfg. Company, 
was another speaker. His drama- 
tized performance, featured by his 
oft-repeated stunt of frying an egg 


on an electric iron, proved a dis- 
tinct hit. 

Mr. Vining declared that “it is 
a mistake to try to sell everybody. 
Go out and find people who can 
use your product, who have money 
enough to buy it and are willing 
to listen to your story.” He urged 
a direct approach as more effective 
than subterfuge in selling. 

Most sales training is more 
ethereal than practical, he said, and 
75 per cent of all sales manuals are 
written to impress the boss rather 
than help the salesmen. “You 
don’t believe those manuals your- 
self,” he declared, “so how can you 
expect the man on the firing line 
to be inspired by them?” 


Comolite Adds Seitman 


Charles E. Seitman, formerly 
Eastern sales manager of Morton 
Mfg. Company, Chicago, has been 
named sales manager of the pipe 
division of Comolite Corporation, 
Long Island City, N. Y., manufac- 
turer of shoe heels and pipes. 


New Post for Brounell 


Al Brounell, Jr., formerly with 
Franklin Industrial Service and 
Gulf Publishing Company, has 
joined the sales staff of Thomas’ 
Register of American Manufactur- 
ers, New York. 


Stealing away for a round of golf may or 


may not bring you a piece of business. 


$$$ But your time is well 


become more impressed with the applica- 


tion of follow-through in your advertising 


and selling. 


$$$ Follow-through cuts golf scores 


down. It also pushes sales curves up. 


$$$ If you advertise machinery or 
bank service or insurance or raw ma- 
terials to high executives, in publica- 
tions they read at home, you cash in 
by following through. This demands 


merchandising your home-read mes- 
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$$$ 86 per cent of The Wall Street Jour- 


ion is read by executives at 


you, per advertising dollar, 
who are active management- 
industrial corporations with 
assets of $1,000,000 and 
over, other 


than any 


publication. 

$$$ So be sure to follow 
through with The Wall 
Street 


your thanks to golf for a 


Journal — and 


highly profitable idea. 
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PERMANENT UNIT HAS TIMELINESS 


Gruen Watch Company, New York, has put into distribution throughout the 

country this display unit which provides for a note of freshness through the 

removable center card. The display affords dealers an opportunity to merchan- 

dise current publication advertising at the point of purchase. 

done in two shades of wood with gilt pillars and has ample space for showing 
both men's and women's watches. 


The display is 


Copy Claims of 
Princess Pat Draw 
FTC Complaint 


Washington, D. C., May 26.—The 
Federal Trade Commission today 
filed a complaint against Gordon- 
Gordon, Ltd., Chicago cosmetic 
manufacturer, and its subsidiary 
distributing company, Princess Pat, 
Ltd., alleging misleading repre- 
sentations in several of its well 
publicized copy claims for cos- 
metics. 

The FTC complaint said, “The re- 
spondents are alleged to represent, 
directly and by implication, that 
competing face powders contain or- 
ris root and other irritative ingredi- 
ents not to be found in Princess Pat 
powder; that the almond in the re- 
spondents’ powder is_ beneficial; 
that use of this powder keeps the 
skin soft and pliant; that the pow- 
der is non-allergic to all persons; 
that the respondents’ Muscle Oil 
penetrates beneath the surface and 
beneficially affects underlying facial 
muscles; that their Skin Cleanser 
will prevent coarse pores and skin 
eruptions, and that their Skin 
Food cream or Anti-Wrinkle cream 
nourishes and feeds the skin, is a 
tonic for the underlying nerves and 
smooths out and prevents lines and 
wrinkles.” 

Twenty days are granted the re- 
spondents to answer the charges. 


Riecker Heads Printers 


William F. Riecker, president of 
Lenz & Riecker, has been elected 
president of the New York Em- 
ploying Printers’ Association, suc- 
ceeding Nathan Goldmann, president 
of Isaac Goldmann Company. Other 
new officers are Benjamin Pakula, 
Bryant Press, vice-president; Chan- 
ning J. Jacques, Jacques & Co., sec- 
retary; and Charles E. Albers, James 
F. Newcomb Company, treasurer. 


Postpones Meeting 


National Industrial Stores Asso- 
ciation, Washington, D. C., has 
postponed the date of its annual 
convention and merchandise expo- 
sition at the Lord Baltimore Hotel, 
Baltimore, Md., from July 24-26 to 
Sept. 25-27. 


Varied Appeal in 
Expanded Drive 
for Angostura 


New York, May 24.—Advertising 
activities of Angostura-Wupperman 
Corporation for Angostura bitters 
have increased sharply under the 
direction of Andrew E. Holmes, 
who recently became president of 
the company after five years of ex- 
perience with the account as vice- 
president of Donahue & Coe. 

Three magazine campaigns, each 
promoting a different use of the 
product, are now in progress. A 
test newspaper campaign in seven 
cities on still another use of bitters 
was recently completed, and a 
regular schedule is now being used 
in one local paper. Part of the in- 
creased appropriation is also being 
spent in business papers. 


A “Hangover” Remedy 


Special emphasis is being placed 
on the New York market. A cam- 
paign in one-half and two-thirds 
page space is appearing in the New 
York edition of Esquire, The New 
Yorker, and Town & Country. Copy 
in this list is devoted to the use of 
bitters in drinks. 

The product is also being pro- 
moted as a “hangover” remedy in 
small-space insertions in Collier’s, 
Newsweek, and Time. Copy points 
out that one to four teaspoonfuls of 
Angostura in a little water will take 
care of those morning-after jitters. 

Another small-space drive, in 
women’s magazines, suggests using 
the product for “periodic pains.” 
This use, and that of a “hangover” 
remedy, are new appeals with An- 
gostura this year. The test news- 
paper campaign featured the prod- 
uct as a flavoring for food dishes, 
but no plans have been made for 
exploiting the theme more widely. 
Donahue & Coe is the agency. 


Metropolitan Named 


New Process Metal Corporation, 
Newark, N. J., manufacturer of 
Spiral Brand spark metal for cig- 
arette lighters and spark toys, has 


appointed Metropolitan Advertising 


Company, New York, to handle its 
account. The Saturday Evening 
Post will be used. Harry D. Adair 
is account executive. 


Agency for Two 


Albert Frank-Guenther Law, 
New York, has been appointed to 
handle the advertising of Citizens 
National Bank & Trust Company, 
Englewood, N. J., and the summer 
resort advertising for the borough 
of Beach Haven, N. J. 


Represents “News” 

Retailers Market News, St. Louis, 
has appointed Marshall Reinig, Chi- 
cago, representative in Illinois, In- 
diana, Michigan, Ohio and Wis- 
consin. 


Gets Ingersoll Account 


Ingersoll - Waterbury Company, 
Waterbury, Conn., has appointed 
Charles W. Hoyt Company, New 
York, to handle the advertising of 
Ingersoll watches and clocks. 


“Journal” Suspends 
The Electric Journal, Pittsburgh, 
has suspended publication. 


= ——— 


A HEAD FOR BUSINESS 
WITH ITS EYE ON YOU 
Attention: 4A Agencies only 
ADVERTISING COPYWRITER 


Sound, vital campaign ideas; alive dra- 
matic copy; facility for contacts. Cas 
mean business for agency that does. 
Box 1778, Advertising Age, N. Y. 
mm 


with your advertising 


Come to Philadelphia 


campaign: where one 


newspaper, THE EVENING BULLETIN, with 94.6% 


of its circulation in the retail trading area, gives 
coverage at one of the lowest known costs per reader. 
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| NOTICE: All desperate characters such as gamblers, horse thieves, cattle rustlers, sheep 

. herders, dance hall girls, honky tonk owners, cowboys, cowgirls, Indians and their ilk 

; : will be granted full immunity on the night of June 10th provided they attend the Art | 

: Center Frontier Frolic. Admission $3 per head. Fine Arts Building, 410 South Michigan | 
Avenue, Chicago. Food, drink, amusements and dancing. Attendance limited. Get 

h, | your tickets early or else. Come in appropriate costume . .. or disguises sold at door. . 
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‘ This page contributed to Art-Center, Chicago by Collins, Miller & Hutchings. 
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Survey Estimates. 
3.4% Gain for 1938 


Renewal Tire Sales 


Sharp Drop in Sales 
to Car Makers Brings 
Total Volume Down 


Akron, May 25.— Reflecting the 
unfavorable year experienced in 
the automotive field, total tire sales 
for 1938 declined 20 per cent, 
although replacement sales showed 
an increase of 3.4 per cent. These 
figures were reported today by Dr. 
W. W. Leigh, whose annual survey 
of the industry appears in the Tire 
Review. 

The survey estimates total 1938 
sales for 29 companies at 43,100,000 
units. Of this total, 11,400,000 units 
went to automobile manufacturers, 
a percentage virtually half of what 
it was in 1937. Export sales ac- 
counted for 1,000,000 units, with the 
remaining 30,700,000 going into re- 
placement sales. 

Dr. Leigh’s predictions for 1939 
emphasize these points: Replace- 


ment sales, on the basis of market 
trends to date, may reach 33,000,- 
000. Increasing volume and firmer 
prices favor sales of higher priced 
products. Federal Trade Commis- 
sion rulings will tend to clarify the 
price atmosphere and give some 
benefit to dealers. 


New Approach Needed 


While predicting a more favorable 
market for higher priced tires, Dr. 
Leigh also emphasized that pene- 
tration of car ownership into lowest 
bracket incomes may necessitate re- 
shaping of both manufacturer and 
dealer sales programs to conform 
to the slim pocketbook of the aver- 
age car owner. 

Estimates compiled by Dr. Leigh 
on distribution trends show that the 
associated stores of the chains 
scored the biggest percentage in- 
crease in 1938. While total sales for 
this group were but 755,000 units, 
this was a 33.6 per cent increase 
over 1937. 

Mail order sales gained 26.2 per 
cent and total chain store sales, in- 
cluding the associated stores, gained 
14.2 per cent. Independent dealer 
sales, accounting for 52 per cent of 
the total replacement market, in- 
creased 0.4 per cent over 1937. The 
total for the dealers was 15,802,000 
units. 

Major oil 


company outlets ac- 
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This chart shows that while the independent dealer's volume of replacement tire 


sales has declined in the past 12 years, this type of outlet still ranks first. 
and mail order sales have increased in recent years. 


Chain 
The chart appears in the 


May issue of Tire Review along with a survey of the industry by Dr. W. W. Leigh. 


counted for more than 16 per cent 
of the total market, with a 4.7 per 
cent increase shown in 1938 sales. 
Sales of private brands through 
these outlets declined 5 per cent; 
sales of manufacturer or national 
brands gained 13.2 per cent. 

This was the only type of outlet, 
incidentally, in which manufacturer 


in OI. 


LOUIS 


KWK now carries a majority of the Food Commercial quar- 
ter hours, other than network, on the three St. Louis Net- 


work Stations. 


A typical week in May reveals the percentage for KWK 
at 49.1°/, with the next station carrying 46°% and the third 
4.9%. During this same week KWK carried 38.8% of the 
total commercial quarter hours, other than network, on the 


three stations. 


Mere leadership is.not. in itself, a standard for the selection 


of station facilities. 
portant. 


offices. 


ST. LOUIS 


It is the facts behind it which are im- 


Get these facts from any one of the Raymer 


Thomas Patrick, Incorporated 


HOTEL CHASE 7 ST. LOUIS 
Representative 
PAUL H. RAYMER CO. 


NEW YORK °* 


CHICAGO °« 


SAN FRANCISCO 


brands showed a gain over private 
brands. In total sales for all out- 
lets private brand sales accounted 
for 8,402,000 units or 27.4 per cent. 
Private brand volume was 25.4 per 
cent of the total in 1937. 
Responsible for the growth of 
private brand sales, Dr. Leigh com- 
ments, are the aggressive merchan- 
dising policies of mass distributors, 
such as chains, mail order houses 
and the Standard Oil group. He 
added, however, that recent read- 
justments in dealers’ price  pro- 
grams had placed manufacturer 
brands in a very favorable position. 


TIRE MANUFACTURERS 
REVISE BONUS SCHEDULES 


Akron, May 25.—Nearly all ma- 
jor tire manufacturers have revised 
bonus schedules for dealers, it was 
reported here today, following the 
Federal Trade Commission’s recent 
cease and desist order against al- 
leged price discrimination by the 
United States Rubber Company. 

This company revised its bonus 
schedule reducing the maximum to 
2.5 per cent on $50,000 or more of 
business per year. The previous 
schedule offered a bonus ranging 
up to 15 per cent on a similar vol- 
ume of business. 

Trade discounts in most instances 
have been widened to compensate 
for the curtailment in bonus allow- 
ances. Experts in the field believe 
that these moves will narrow the 
buying margin between large and 
small dealers, aiding the latter and 
preventing the former from cutting 
prices. 


Two Join Hall 

Hamilton H. Church and William 
B. Tanner have joined the Melvin 
F. Hall Advertising Agency, Buf- 
falo. 


Chryst Joins Hotel 


T. L. Chryst, formerly with Brooke, 


Smith & French, Detroit, has been 
named to direct special sales and 
advertising for Hotel Barlum, De- 
troit. 


Columbus Club 
Hails Advertising 


Motion Picture 


Columbus, O., May 24.—“I’ll Tell 
the World,” the motion picture on 
advertising produced by Liberty 
and featured in the Macfadden ex- 
hibit at the New York World’s Fair, 
was shown to the Columbus Adver- 
tising Club in the ballroom of the 
Hotel Fort Hayes before a large and 
enthusiastic audience. It was in- 
troduced to the club by O. A. Fel- 
don, Western manager of Liberty. 


Produced in Hollywood 


The picture, which was produced 
in Hollywood and features many 
well-known movie stars, is avail- 
able for the use of advertising clubs 
and other organizations, Mr. Feldon 
said. For club presentation it car- 
ries a trailer in which Lowell 
Thomas, as commentator, and O. J. 
Elder, of Macfadden Publications, 
tell why misconceptions about the 
part which advertising plays in 
American life must be corrected. 

The picture, based on George So- 
kolsky’s series of articles on “The 
American Way of Life” in Liberty, 
is attracting large crowds at the 
New York fair, where it is the only 
exhibit dealing specifically with ad- 
vertising. 


Chicago Agencies to 
Take It Easy 

A survey by the Newspaper 
Representatives Association of Chi- 
cago has indicated the following 
policies will be pursued by Chicago 
agencies with respect to Saturday 
closing this summer: 

Twenty-five will close com- 
pletely; 44 will be officially closed 
but will maintain skeleton forces; 
and seven will remain fully open. 


Changes Phone Number 


Standard Studios, Chicago, has 
changed its telephone number to 
Whitehall 5355, and will open a 
photostat division in the Wrigley 
bldg., June 1. 


Sta-Rite Names Kimball 


Sta-Rite-Ginnie-Lou, Inc., Shel- 
byville, Ill., manufacturer of hair- 
pins and cosmetics, has appointed 
Abbott Kimball Company, New 
York, to direct its account. 


Hodgson with Gittins 


Earl Hodgson has joined Bert S. 
Gittins, Advertising, Milwaukee. He 
was formerly in charge of radio for 
the Extension Service, North Dakota 
Agricultural College, Fargo. 


Fielding Joins Ross 

Fred P. Fielding, with N. W. 
Ayer & Son in New York and Phil- 
adelphia since 1920, has joined the 
research sales force of Ross Federal 
Research Corporation, Philadelphia. 


Joins Keystone Brass 


Samuel H. Alliston has joined 
Keystone Brass & Rubber Company, 
Philadelphia, in charge of sales 
promotion and advertising, effec- 
tive June 1. 
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made Flexible... 


wee TAGS Rotogravure! 


IN ADVERTISING the combination of power and flexi- 
bility typified by a great dam has its counterpart 
in the Rotogravure Sections of Sunday papers. 
For with them you can blanket the entire country 
or isolate a single area with parallel economy— 
parallel coverage. 

An overstatement? Consider the facts! Every Sunday some 
16,301,767 Rotogravure Sections are published. Any one, 
bought singly for test purposes or special sales efforts, will 
provide you with the saturating coverage which only a local 
newspaper can give...or, if the nation is your market, by 
using all those sections you can get national coverage of 
better than one out of two families at very low cost. 


‘Tremendous Power 
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@ Have you ever watched the water rush over the spillways of 
a great dam and marveled at the fact that from this one source can be 
drawn not only the millions of horse power required to operate all 
the industries in the entire area, but the quarter mouse power needed 
to run your electric razor? 


For an example of what happens to the sales of a manu- 
facturer who puts rotogravure’s power back of advertising, 
read the case study on the next page. 

For help in developing a rotogravure campaign call on 
Kimberly-Clark. Because in addition to manufacturing Roto- 
plate, Kleerfect, and Hyfect—three of the most widely 
accepted rotogravure printing papers — the Kimberly-Clark 
Corporation maintains a bureau of statistical information 
and a trained technical staff for publishers, printers, or 
advertisers faced with any problem arising over the use, 
preparation or printing of rotogravure copy. Please address 
your request to Kimberly-Clark Corporation, 8 S. Michigan 
Avenue, Chicago, Illinois, Advertising Department. 
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fe Never before has any ce- “s 
real won so many friends st 
so quickly as Shredded 
Ralston. Tiny shreds of 
healthful, nourishing 
whole wheat spun into a 
convenient new bite size 
and baked a tempting 
golden brown. Let your 
family taste Shredded 
Ralston’s delicious flavor 
Established 1872 + 67 Years of Service * Neenah, Wisconsin —and watch how quickly P 
NEW YORK CHICAGO LOS ANGELES everyone asks for more. 
122 East 42nd Street 8 South Michigan Avenue 510 West Sixth Street 
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Retailers Told of 
Progress in Cutting 
Distribution Costs 


Department Store Ex- 
pert Cites 12% Slash 
in Last Decade 


Washington, D. C., May 
Answering the challenge of 

iny business critics, B. Earl Puck- 
ett, president, Allied Stores Corpor- 


on, today recounted before the 
American Retail Federation the 
tantial strides made in _ re- 
ducing distribution costs in the 
department store field during the 
past decade. He estimated the 


distribution slash as 12 per cent on 
the average consumer dollar spent 
for general apparel and home fur- 
nishings merchandise. 

Mr. Puckett’s assertion came only 
, few days after the appeal deliv- 
ered in Chicago last week before 
the American Marketing Associa- 
tion by Edgar Kobak, vice-presi- 
dent, Lord & Thomas, who asserted 
that too many generalities have 
hrouded discussions of distribution 
costs and suggested that a five per 
cent reduction be set down as the 
mmediate objective of marketing 
men. 

Among other features of the fed- 
eration’s two-day meeting was the 
rebuke administered by R. E. Freer, 
Federal Trade Commission chair- 

an, to manufacturers who give the 
retailer an unduly high profit mar- 
gin, and to retailers who push such 
zoods, regardless of merit. 


Cites Survey Findings 


Mr. Puckett admitted that little 
s known as to the efficiency trend 
in distribution or the varying costs 
of the distributive function. How- 
ever, a series of test checks within 
his organization has given the fol- 
wing facts: 

i. The unit production per em- 

ploye hour in department stores in 
1938 was 24 per cent greater than 
in 1920. 
2. Costs to the consumer of gen- 
‘al apparel and home furnishings 
merchandise declined 33 cents on 
the dollar from the middle 20’s to 
the middle 30’s. This 33-cent de- 
cline was composed of a reduction 
of 9 cents in the cost of raw ma- 
terial, 12 cents in the cost of manu- 
facture or fabrication, and 12 cents 
n the cost of distribution. 

“It appears,” said the department 
tore executive, “that our distribu- 
tion machinery has not only helped 
teach the public to want more 

ngs, and has brought these things 
to the consumer, but has accom- 
plished these tasks at an ever de- 
creasing cost to the consumer!” 


Competition Is Needed 


He warned, however, that this 
trend toward more efficiency in dis- 
tribution can be continued only if 
etailers are left free from artificial 
egislative restrictions, so that the 
of competition may continue 

rk for the benefit of the con- 


e! 


lave never been able to recon- 
e big business, buying power, and 
tity discount theories,” he said, 
th such vicinities as Scottsdale, 
ister, McKeesport, and 
dsburg, Pa., the points of ori- 
sin of MeCrory, Woolworth, Murphy 
nd Newberry, respectively, or with 
localities as Kemmerer, Wyo., 
Lynn, Mass., where the Penney 
Grant chains were born. 
Most chain stores grew from 
town individual units under 
lirection of their original found- 
They have been directed by 


¢ elected and trained by the 
inders, and have been financed 
f their own profits. Their 
buying power, financial 

‘th and other attributes are 
results and not primary 


Some independent smaller 


Marn} 


4 erchants have confused cause and 
. ect and have felt that something 
’ 1 be done about the chain 
¥ “re menace. Others have recog- 
: zed that, by the very nature of 
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CAMPAIGN IN MAKING 


Plans for coffee industry advertising are 

discussed by J. W. Millard of Arthur 

Kudner, Inc., and D. R. Parman, Donahue 

& Coe, following the recent New York 

meeting of the Pan American Coffee 
Bureau. 


the retail business, a competitor can 
have no secret processes or form- 
ulae. The latter have gone into 
their successful chain store compe- 
titors’ stores, studied their methods, 
and adapted them to their own 
use.” 

View on Cooperatives 


Saying that he himself is a mem- 
ber of a consumer cooperative 
handling petroleum products for 
farmers, Mr. Puckett predicted a 
reasonable amount of success for 
such organizations. He said the co- 
operative makes the same appeal to 
the consumer as that of chains and 
department stores—promotion of 
unbranded and privately branded 
merchandise, through purchase by 
specification, rather than accepting 
the manufacturer’s brand. While 
enough consumers like this method 
to make the endeavor fairly suc- 
cessful, the consumer cooperative 
has little promise of becoming a 
dominating factor in the distribution 
of petroleum products or any other 
line, in his opinion. The reason is 
that chain stores have already made 
the contribution to retailing brought 
elsewhere by cooperatives. 


Big Margins Suspect 


The chairman of the Federal 
Trade Commission suggested that 
trade paper advertising of manufac- 
turers pointing with pride to the 
fact that they offer the retailer the 
largest gross margin in their fields 
is suspect. He recalled that many 
of the early cases which came be- 
fore the FTC were based on the 
payment of “push money” to retail 
clerks by manufacturers. 

“While I appreciate that retailers 
must make a fair profit in order to 
stay in business,” he said, “this type 
of competition, which has no neces- 
sary relationship to quality or in- 
herent value is, to my mind, unfor- 
tunate. The retailer who obtains a 
reputation for coloring his consumer 
advice by continually pushing the 
merchandise with the highest mark- 
up, irrespective of other considera- 
tions, will often find that he has 
sacrificed a great deal of long-run 
consumer good will to obtain an 
immediate larger profit.” 

He urged manufacturers to pro- 
vide adequate information about 
their products to retailers for dis- 
semination to clerks, and the latter 
to use this information in their 
daily work. Many misstatements 
by retailers are due to lack of in- 
formation rather than any desire to 
misrepresent the facts, he said. 
Labeling offers a vast field for im- 
provement, he said, in the way of 
factual information. 


Western Issues Book 
on Kodachrome Process 

Western Printing & Lithograph- 
ing Company, Racine, Wis., has 
issued a new book, “Kodachrome 
Reproductions,” which shows the 
results of a new method of four color 
offset reproduction direct from 
either 35 mm. or four by five inch 
Kodachrome negatives. 

The book is illustrated with many 
four color reproductions which the 
company has created in poster size 


for advertisers. 


Old Spice Line 
of Toiletries Gets 
$300,000 Budget 


New York, May 24.—With its ad- 
vertising schedule boosted from a 
single page in Vogue to a $300,000 
appropriation in less than two 
years, Shulton, Inc., manufacturer 
of Early American Old_ Spice 
toiletries, will launch a test drive 
in newspapers, beginning early in 
June. One hundred papers in 80 
cities will be used, with insertions 
scheduled twice weekly over a 
three-month period. The total ex- 
penditure of the test effort will be 
$60,000. 

The new campaign will feature 
Old Spice talcum powder. The 
early American motif is expressed 
in the design and printing of the 
package as well as in the scents. 
An early American fan, in minia- 
ture, is attached to the package and 
bears the printed story of coquetry, 
telling modern users how Colonial 
belles employed fans to enhance 
their feminine wiles. 

The magazine list, which Shulton 
devotes to the entire line of toilet- 
ries, includes Cosmopolitan, Esquire, 
Good Housekeeping, Harper’s Ba- 
zaar, Life, Mademoiselle, McCall’s, 


| 


| 


The New Yorker, Woman’s Home 
Companion and You. 

In the fall, the schedule will be 
expanded. 

In connection with Father’s Day, 
Shulton is conducting a display 
contest for dealers carrying its line 
of men’s products. A full page ad- 
vertisement in an early June issue 
of Life will top off the Father’s Day 
promotion. Wesley Associates is 
the agency. 


D. R. Osborne Author 
of Salesmanship Book 


David R. Osborne, sales training 
director of Studebaker Corpora- 
tion, is the author of “Salesman- 
ship for Today for Sales Managers 
of Tomorrow.” The book, just pub- 
lished by Harper & Brothers, New 
York, contains a foreword by Paul 
G. Hoffman, Studebaker president. 
The price is $2.50. 

While the book includes funda- 
mentals of good salesmanship, em- 
phasis is placed upon the attitude 
of the salesman toward his work 
from the point of view of possible 
promotion to greater responsibili- 
ties. 


Owens Leaves Agency 


Robert B. Owens, Jr., for the past 
13. years with Campbell-Ewald 
Company in New York and Detroit, 
has resigned. 


P&G Launches 
Contest for Soap 

Procter & Gamble Company, Cin- 
cinnati, in conjunction with Servel, 
Inc., New York, has begun promo- 
tion of a contest for P&G naphtha 
soap through Compton Advertising, 
New York. The contest will con- 
tinue to June 30 and the company 
will award $15,000 in cash prizes 
and 360 Servel Electrolux refrig- 
erators. 

National magazines and news- 
papers are being used in addition to 
a radio network program and spot 
announcements. 


Adlibbers Elect Kamins 


The Adlibbers, a newly formed 
organization of men in the advertis- 
ing and graphic arts fields in New 
York, have elected Arthur Sidney 
Kamins, Sterling Display & Poster 
Company, president; H. J. Tauber, 
Wholesale Radio Service Company, 
vice-president; Erwin Franken, 
Lane Bryant, secretary, and Fred 
erick Halpert, Young & Rubicam, 
treasurer. 


Spencer Leaves BBDO 


J. L. Spencer has resigned as a 
member of the marketing board of 
Batten, Barton, Durstine & Osborn, 
New York, to join Campbell-Ewald 
Company, New York, as assistant to 
John Toigo, vice-president in charge 
of market analysis. 
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: Famous throughout the GLOBE 


Covered and Served by the 


T. LOUIS, center of a 

vast distributing sys- 
tem, is the strategic 
point through which 
passes the merchandise 
consumed by the mil- 
lions in this district. 


Here is one of the 
world’s great markets, 


large in area, but so 
well-knit by transporta- 
tion facilities and by buy- 
ing habit, that it repre- 
sents a major unit. 


St. Louis is its center 
and metropolis. One 
newspaper, The Globe- 
Democrat, serves not 
only the city, but the 
area within 150 miles. 


Advertising in this 
newspaper MULTIPLIES 
sales quickly, easil y> 
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ADVERTISING AGE 


May 29, 1939 


FCC Declines 
fo Set Standards 
for Television 


Committee Believes 
Stage Not Yet Ready 
for Rules 


Washington, D. C., May 24.—If it 
adopts the recommendations of its 
television committee, the Federal 
Communications Commission will 
neither approve nor disapprove the 
standards proposed by the Radio 
Manufacturers Association. In a 
lengthy report submitted today, the 
committee, headed by T. A. M. 
Craven, suggested this middle 
ground, urging that the FCC imme- 
diately arrange a _ procedure by 
which it can keep abreast of cur- 
rent developments. The report said 
that no reason exists for a public 
hearing on standards at this time. 

Another recommendation was 
that the Commission require future 
applicants for television station 
licenses proposing external trans- 
mitter performance differing from 
those in general use, to prove that 
the proposed performance not only 
equals the established quality, but 
also will be in the public interest 
in view of the changed situation 
thus created. 

The committee, of which other 
members are Norman S. Case and 
Thad H. Brown, took the viewpoint 
that sale of television receivers 
should be handled conservatively. 
It said that it is necessary that tele- 
vision service on a_ nation-wide 
scale be operated ultimately on a 
competitive basis, but that this ob- 
jective cannot be reached for some 
time, during which research should 
continue without diminution. It 
also warned investors against rush- 
ing in to television stocks without 
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108 Watte ASSOCIATES OFF iin cng 

In introducing a new motor oil, Tide 

Water Associated Oil Company empha- 

sizes its ability to adhere to metal sur- 

faces. A customer finds out about the 

new product in full-page copy scheduled 
for The American Weekly. 


adequate consideration, and by the 
same token, said that every televi- 
sion financial prospectus should be 
subjected to exhaustive scrutiny to 
protect the investing public. 


Views on Receivers 


In view of the wide divergence 
of opinion among radio receiver 
manufacturers as to the ethics of 
selling television sets at this time, 
the pronouncement of the FCC tel- 
evision committee is of special in- 
terest. It pointed out that experi- 
mental operation includes securing 
of information concerning propa- 
gation characteristics from trans- 
mitters in actual service, as well as 
information concerning the im- 
provements to be made in the de- 
sign of receivers in accordance with 
demands of the public. 

“It will be necessary,” it said, 
“for the public to participate to a 
limited degree in this stage. There- 
fore caution should be taken not to 


give impetus to a rapid purchase 
by the public of large quantities of 
receivers, because in this stage it 
may be discovered that consider- 
able changes in the recent technical 
design may have to be made as the 
result of practical experience. Also 
included in this phase of develop- 
ment is the commencement of con- 
struction of facilities to insure an 
efficient distribution system for a 
program service on a_ regional 
scale.” 

The committee drew an analogy 
between television and the early 
stages of the automotive industry, 
explaining that had the government 
been asked to fix standards of per- 
formance at that time, it would 
probably have been unable to fore- 
see the changes which swept over 
automotive engineering in a few 
years as the result of free private 
enterprise and uncontrolled compe- 
tition. Thus the television commit- 
tee is reluctant to recommend 
standards which might prove a drag 
on orderly development of the in- 
dustry. 

The committee indicated some of 
the technical problems confronting 
the field, pointing out that 19 chan- 
nels have been reserved for tele- 
vision in the frequency range be- 
tween 30,000 and 300,000 kilocycles. 
Seven of these channels are 
grouped in the frequency band be- 
low 150,000 kilocycles, the remain- 
ing 12 being in the band above that 
figure. 


Limitations of Television 


“Considerable progress has been 
made in the lower frequency band 
containing the seven cycles,” said 
the committee, “but very little in 
the upper band containing the 12 


channels. Most of the designs for 
receivers soon to appear on the 
market are capable of receiving 


only the lower frequency band and 
some are capable of receiving only 
five of the seven channels in this 
frequency band, and some have 
even less capabilities than this. 
Much more information is required 


about this upper frequency band, 


BOTTLED SUNSHINE 


¢ BIRELEY'S is GOOD for kids too. 
The outdoor life builds ‘em up... and 
Bireley’s Orange Drink gives ‘em the 
outdoor food value of honest-to-goodness 
California oranges. It's a TRUE orange 
drink, NOT a fizzy pop. Its sparkling 
flavor and energy come from REAL 
Valencia oranges. GOOD for kids. 


BIRELEY’S ORANGE DRINK 


Bireley's, Inc., Hollywood producer of a 
bottled orange drink is starting a 10- 
week newspaper campaign in major 
cities June |, using a health and taste 
appeal in its copy, as well as offering a 
variety of premiums for bottle caps. 
Raymond R. Morgan Company is the 
agency in charge. 


and it is entirely premature for 
anyone at this time to adopt or au- 
thorize standards for either trans- 
mitters or receivers in this upper 
band.” 

The committee said that at the 
present stage of television develop- 
ment, one television channel re- 
quires a frequency band width of 
6,000 kilocycles, or 600 times 
greater than that required for ordi- 
nary sound broadcasting, and 5.5 
times greater than the entire stand- 
ard broadcast band accommodating 
nearly 800 radio stations. 

“There is a potential dearth of 
channels for television broadcasting 
stations in any given area because 
of the great width of frequency 
space required for each television 
transmission,” continued the report. 
“Thus, it now appears that the 


number of stations in any given 
section of the country will be lim- 
ited. This situation will affect the 
licensing policy of the future. 

“The committee is none too opti- 
mistic of the practicability of ob- 
taining substantial gains in this di- 
rection in spite of the fact that a 
practical solution of the channel 
questions is claimed in some quar- 
ters. The present conception of 
natural physical laws indicates that 
only a definite amount of informa- 
tion can be transmitted in a given 
time within a specified frequency 
band. Until it can be proved that 
this conception is erroneous, the 
Commission cannot expect an ap- 
preciable gain in the number of 
channels available for television. 
However, any gain would be help- 
ful, and inventive genius should be 
encouraged to continue its efforts.” 

The committee said that the tele- 
vision patent situation is chaotic 
and aé_universal  cross-licensing 
method is desirable. 

It added that electrical interfer- 
ence appears to be more damaging 
to television than to sound broad- 
casting and that much more infor- 
mation is needed on this score. 


Sidebotham to Agency 


John A. Sidebotham, formerly 
with Geyer, Cornell & Newell, has 
been appointed art director of Ful- 
ler & Smith & Ross, New York, suc- 
ceeding Robert J. C. Engel, who has 
taken the same post with Jefferson 
Company. 


Ellis Group to Meet 


National Council of Ellis Plan 
Agencies, composed of advertising 
agencies and industrial advertisers, 
will hold its first annual conven- 
tion June 4-7 at the Park Plaza 
Hotel, St. Louis. 


NNPA Enrolls Two 


H. W. Hailey, Scripps-Howard 
Newspapers, New York, and H. H 
Weibel, Jr., Call and Chronicle and 
News, Allentown, Pa., have been 
elected members of the National 
Newspaper Promotion Association. 
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sINNAT! oY 


This year Cincinnati grocers and druggists have filled more market 
baskets and more prescriptions than ever before. But—being only 
human — they hankered for still greater ‘cross-counter trade. So they 
held a pow-wow...agreed on a cooperative food-drug selling drive. 

..And tied an apron around Cincinnati's master salesman—W KRC. 
Quicker than you can say, “This is Columbia's station for Cincinnati,” 
their WKRC show was Cincinnati tea-table talk. And the grocers and 
druggists had to be more nimble-footed than ever to fill their orders. 
All of which confirmed something everyone in Cincinnati already 
knew: WKRC—with the complete schedule of the Columbia Net- 
work plus a brilliant pageant of local originations—reaches the 


million radio listeners in greater Cincinnati. And se//s them! 


WKRE % COLUMBIA'S STATION FOR CINCINNATI 


550 Kilocycles. Owned and operated by Columbia Broadcasting System. 
Represented by Radio Sales: New York, Chicago, Detroit, St. Louis, 


Cincinnati, Charlotte, N. C.. Los Angeles, San Francisco 
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ADVERTISING AGE 


@ WKY’s Aunt Susan has definitely established 
herself as the top ranking personality among 
Oklahoma housewives. Her quarter hour is the 
oldest regular feature on the station. It began in 
1928, when the Oklahoma Publishing Company 
acquired WKY and in the face of a constantly 
quickened pace in radio entertainment during the 
past decade has remained one of the most listened- 
to daytime features. 

Oklahoma women know Aunt Susan. They like 


her. 47,700 women have visited her elaborately 


equipped laboratory-studio-kitchen which is always 
open to visitors. 176,000 have attended her annual 
Cooking School which attracts interested visitors 
from every section of the state. Upwards of 
25,000 have asked for .. . and received . . . her help 
in solving their everyday household problems. 

And so, Aunt Susan’s quarter hour has become 
more than a homemaker’s broadcast. It is a chatty, 
friend-to-friend get-together that has no equal on 
the air today . . . that moves merchandise for spon- 
sors because of its sincerity and helpfulness. 


WEY lahoma City 


NBC AFFILIATE @ 900 KILOCYCLES 


THE OKLAHOMA PUBLISHING COMPANY @ THE DAILY OKLAHOMAN @ OKLAHOMA CITY TIMES @ FARMER-STOCKMAN 
KVOR. COLORADO SPRINGS @ KLZ. DENVER (Affiliated Management) @ REPRESENTED BY THE KATZ AGENCY, INC. 


OF OKLAHOMA 


“Aunt Susan’’ 


Home Service Director of 
Oklahoma's First Station 


TWO KITCHENS, one gas and one electric, are specially 
fitted for broadcasting Aunt Susan's daily WKY programs, 


AUNT SUSAN packs her 75-seat auditorium at practically 
every daily broadcast. 


ALASKA is but one of the many places Aunt Susan has 
been sent for ideas on cooking to be passed on to Okla- 
homa housewives. 


PRODUCTS SPONSORED on Aunt Susan's program have 


added sales punch through displays set up before the 
studio audience. 
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10 Cents a Copy, $2 a Year 


The Copy Evaluation Debate 


Since ‘Kenneth Collins, of The 
New York Times, delivered his 
blistering excoriation of copy eval- 
uation and pre-testing methods in 
Chicago recently, it has been re- 
ported that the New York Advertis- 
ing Club is trying to arrange a de- 
bate between him and one of the 
proponents of currently accepted 
methods of measuring advertising 
efficiency. If the debate is 
ranged, it should be worth going 
miles to hear. 

However, the chances are that 
when Mr. Collins and his opponent 
finished their discussions, they 
would be found to be not nearly so 
far apart as might have been ex- 
pected. The differences between 
them would be primarily on points 
of emphasis rather than basic prin- 
ciples. These differences are of 
course important, but for the ad- 
vertiser sincerely interested in get- 
ting more for his advertising dol- 
lars, they do not represent the nub 
of the problem. 

Mr. Collins pokes fun at the sci- 
entific analyst who undertakes to 
say whether an advertisement is 
good, bad or indifferent, simply by 
applying his standard tests. He 
points out that too many variables, 
such as price, weather, competition 
and general 


ar- 


business conditions, 
affect the performance of advertis- 
ing to make any such comment of 
great immediate significance to the 


advertiser. And on the other hand 


he feels that trying to have copy 
written on the basis of rigid re- 
quirements as to content shackles 
the really successful writer who is 
full of his subject, knows what his 
customers want, and consequently 
is able to pack into his ads the in- 
spirational punch which is the key 
to most successful advertising. 
This is all true, but the represent- 
ative of the other point of view 
would refuse to debate his conten- 
tions, insisting that he agreed with 
every one of them. He would dis- 
claim any desire to interfere with 
the creative function of the copy- 
writer, and would insist that the 
latter proceed in the customary way 


_ THE WORST IS 


YET TO COME . 


: 


Reprinted by special permission 
by the Curtis Publishing Company. 


from The Saturday kcening Post. Copyright 1930 


"You mean I'll even have to look at ‘Oatsy-Woatsies?’" 


bbing 


Ad-li 


Funny things happen in Wiscon- 
sin occasionally, and this two-col- 


NOTICE 


Will the person to whom we loaned 


LAWN ROLLER 


please return it immediately. 


Frank J. Henry 


umn newspaper advertisement, in- 
serted in the Wisconsin Rapids 
Daily Tribune by an irate house- 
holder, is one of the strangest. Hope 
it secured the desired results. 


to turn out the best advertisement |Nothing’s News Here 


he knew how to produce. Only 


The British Columbia division of 


then, he would suggest, would it be| the Canadian Weekly Newspapers’ 


desirable to apply the check 
previous experience, to 
whether known elements of suc- 
cessful advertising, as shown by the 
past record, had been omitted or in- 
cluded in the final production. 


determine | 


| 


| 


of | Association doesn’t believe much of 


anything the government does or 
says is news, it would appear from 
the decision at a recent meeting, 
that too much free publicity was 
being sought on such things as mo- 
tor vehicle license renewals, regis- 


It will always be true that vari-| tration of small fire arms and other 


ables not connected directly with 
advertising copy will affect its re- 
sult. But if the variables in the 


copy itself can be controlled, then 
the advertising will have a chance 
to perform at higher efficiency. On 
that the principles 
of may reasonably be 
employed, provided the system pro- 
posed actually meets the test of 


basis some of 


evaluation 


scientific accuracy. 


Cutting Distribution Costs 


Edgar Kobak, vice-president of 
Lord & Thomas, told the American 
Marketing Association that the job 
of all marketing executives should 
be directed toward cutting distribu- 
tion He quoted William 
Knudsen, of General Motors, as 
suggesting that a 5 per cent reduc- 
tion would be about right 

From the individ- 
ual companies and the maintenance 


costs 


standpoint of 


of successful competitive positions, 


distribution costs is a 


while 


reducing 


worth objective Speaking 


generally, however, it should be re- 


membered that most distribution 
services, which are responsible for 
a higher level of costs to the pro- 
ducer and higher prices to the con- 
sumer, have been provided in re- 


The Pa- 
, Staged recently by 


sponse to public demand 


rade of Progre 


the grocery § industry, presented 
mainly improvements in prepara- 
tion, packaging and other services 


which have added to the conveni 


ence and comfort of the consumer, 
but which have to be paid for. 
The mail-order 
goods more cheaply 
catalogs than they 
their retail stores 


sell 
thelr 


houses can 
through 
can through 
but they 
having trouble maintaining mail-or- 


der volume, 


while store sales are 
going up right along In cities 
where they have catalog houses, 


and at the same time operate retail 


stores, they call attention in adver- 
|tising to the substantial savings to 
be had through ordering the mail- 
But the 
majority of the customers continue 
to prefer the extra 
able in the stores 


order way, or by phone 


avail- 


services 


Waste in distribution, as an indi- 


vidual problem, should be elimi- 
nated Increased distribution costs 
as a whole, however, may merely 
reflect the demand for increased 
|services which the public wants 
land has demonstrated its willing- 


ness to pay for 


| 
| 
| 
| 
| 


| 


|matters for which no paid adver- 


tising provision had been made. 
The executive committee of the 

group decided that in addition to 

the advertising of numerous gov- 


|ernmental taxes which the parlia- 


| 


mentary committee of the associa- 
tion is already discussing with the 
government, the possibility of 
curing paid advertising In connec- 
tion with these other governmental 


se- 


| activities should be explored: 


| garding 


| tion of 


are | 


Credit union legislation: acts re- 
warble flies: 
buying and selling cattle; explana- 
undertaken by the 
farmers’ institutes; new unity legis- 
lation; the fact that under the new 
game act a farmer is a man 
more than three acres of land: how 
to avoid sleeping sickness of horses; 
how to get stumping powder; legis- 
lation providing a bonus of 50 cents 


Work 


a ton on the transportation of lime | 


to improve soils; 
small fire arms: 
miners’ licenses; 
courts of 


registration of 
renewals of free 
game regulations 
revision in unorganized 


| districts 


Cars for Rent 


Northern 
Long Island 


Inc., 


street, 


Cal service, 
at 50th 


blvd., 
City, 


New York, is plugging a new idea in| 


the automotive field. The 
rents cars to people in the metro- 
politan area, but not in the same 
way that Hertz Drive Yourself and 
others operate 


sel 


vice 


Gussow, Kahn, Carservice agency, 
explains that Carservice clients 


have the continuous use of the same 
brand-new 1939 Buick or Chevrolet, 
and that the car of their choice is 


delivered and called for every day. 


«& 
an 


licensing of | 


with | 


|garaged, fueled and completely 
serviced. Several models are avail- 
| able, and Carservice assumes all li- 
|ability, carrying complete  insur- 
| ance. In the event of accident, an- 
other new identical car turns up at 
| the client’s door next morning, in- 
| suring uninterrupted service. Every 
|}conceivable motoring need is sup- 
plied, including such things as Pres- 
tone, skid chains, etc. 

Clients of Carservice subscribe 
|\for one year, and pay $18.50 per 
| week for a Chevrolet which they 
expect to drive 13,000 miles, or $20 
a week for one they expect to drive 
15,600 miles. Extra mileage costs 
314 cents per mile in either case. If 
the client wants a Buick, the equiv- 
alent weekly rates are $22.50 and 
$24, with extra miles figured at 4 
cents. And the company will buy 
in the cars of prospects who want 
the service, but who already have a 
car of their own. 


Jottings 

What with the Knox Gelatine 
newspaper copy continuing to ham- 
mer away on the male-endurance 
theme and the assertion that “fac- 
tory-flavored gelatines will not do 
(for building endurance) because 
they contain only about 10 per cent 
gelatine,” it looks as though there 
ought to be some sort of blow-out 
in the offing. . . 

We've been pondering the statis- 
tics on the number of world’s fair 
exhibitors quoted a month or so ago 


by John Love in the Cleveland 
Press. The number of commercial 
exhibitors at fairs is steadily de- 


clining, he said, the big San Fran- 
|cisco fair of 1915 having 30,000 ex- 
| hibitors, compared with his figure of 
1165 for the New York show. We 
don't know exactly what to make of 


this statistical set-up, except that 
perhaps, as Love himself suggests 
world’s fair exhibitors are more 


anxious now to do a straight pro- 
motional job on the grounds than 
they are to get a gold medal which 
‘can be used on packages and in ad- 


|vertising during the next four or 
five decades. . . 
With Philip Morris still consid- 


|}ered as having the inside track with 
the medical profession, Kool makes 

bid for physicians’ support with 
|a@ page in the Journal of the A. M. A. 
|which asks: “Is there a doctor in 
| the house who is disgusted with all 
this tommyrot about the medicinal 
effects of cigarettes? (Gentlemen, 
the line forms on the 


cigarettes do not cure a_ blessed 
thing, nor do they they will 
They are, however, in great demand 
| because of their delightful flavor.” 


say 


| Wisconsin Public Service Cor- 
| poration is tying up Charlie Mc- 
|Carthy and that much dumber 


dummy, Mortimer Snerd in a cam- 
paign against kite flying accidents 
The company goes after kite flying 
near electric wires every spring 


sad - F 


Information 


for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or through 
ADVERTISING AGE, by any national 
advertiser or advertising agency 
executive writing on his business 
letterhead. 


No. 1499. Selected and Guaranteed 
Consumer Audiences. 


This bulletin, issued by the Mo- 
tion Picture Bureau of the Y. M. 
C. A., outlines the features of the 
Bureau’s film distribution service. 
It offers a partial list of sponsors, 
and an analysis of the Bureau's 
sound film exhibitors by states. 


} 


No. 1500. Advertising Specialties 


that Build Sales. 


More than 350 illustrations of 
tested advertising specialties and 
premiums are offered in this cata- 
log, issued by L. F. Grammes & 
Sons, Allentown, Pa. Desk items, 
calendars, medallions, rulers, ash 
trays and blotters are among the 
subjects illustrated. 


No. 1501. Fleet Owner Surveys. 


A regular feature of Fleet Own- 
er’s service to advertising agencies 
and manufacturers is a monthly 
summary of the experiences of fleet 
operators, each month’s survey cov- 
ering a different subject. The three 
most recent summaries deal with 
engine thermostats, timing gears 
and timing chains, and body hard- 
ware. 


No. 1502. 
tailing. 
How retailers can tell the story 
of their business through institu- 
tional advertising is told in a series 
of four articles issued by Advertis- 
ing Almanac Services. The series 
includes specific examples of depart- 
ment store advertising of a public 
relations nature. 


|No. 1503. Here’s the B-P Plan. 


This folder, issued by Building 
Products, describes a technique for 
presenting product information to 
50,000 buying factors in the build- 
ing industry. It also analyzes re- 
sults secured by users of the B-P 
Plan. 


Public Relations for Re- 


No. 1483. Liquor Survey of Omaha, 
Nebraska. 

The Omaha World-Herald has is- 
sued this study, which tabulates 
percentage of distribution by brands 
among the 133 Omaha liquor deal- 
ers covered in the survey, and 
shows the rank of sale of the many 
brands of whiskies and gins. 


No. 1478. Yearbook, 1939. 
Several sections compose this 


right!) It 
may interest you to know that Kool | 


|new brochure issued by the Los 
Angeles Times. Opening pages are 
|devoted to Southern California’s 
|industry and commerce, and the 
other sections deal with the cover- 


}age of the market by Los Angeles 


*| papers, comparative linage figures 


|in various classifications, and the 
ifeatures and services of the Times. 


| No. 1464. 


| 
| 


A Private Audition. 


Radio Station WMC, Memphis, 
has issued this new study of the 
|Memphis trading area, giving tabu- 
‘lations of population, radio homes, 
| spendable incomes and other market 
data, by counties, for the station’s 
day and night coverage. Facts 
about WMC’s facilities, programs, 
‘and merchandising helps are cov- 
jered in detail. 


No. 1498. A Consumer Brand Pref- 
erence Survey. 

This analysis, compiled by the I!- 
linois State Journal, covers present 
|usage and brand preference on 
cereals, bleaches, soaps, water soft- 
|eners, scouring powders and fabric 
dyes among city, small town and 

farm families in the Springfield 
|}market area. In many instances 
the study shows, buying preferences 
of families in the small towns and 
on the farms are identical with 

those of the city area. 
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‘Phone Wires May 
Solve Television 
Network Problem 


Results Satisfactory in 
Initial New York 
Experiment 


New York, May 24.—Hopes for 
network television were increased 
materially this week as the result 
of an experiment by the National 
Broadcasting Company in which a 
televised version of the six-day 
bicycle race was relayed over an 
ordinary telephone wire. 

The development by Bell Tele- 
phone Laboratories of new ampli- 
fiers and equalizers made the test 
possible. While engineers point out 
that many more experiments will 
be necessary before the use of tele- 
phone transmission can become an 
accomplished fact, results of the 
first test were satisfactory enough 
to spur considerable optimism on 
a solution of the television network 
problem. 


Expensive Cables Out 


It had been regarded as neces- 
sary, heretofore, to use coxial cables 
to relay the television signal. Since 
such cables cost about $5,000 a mile, 
it would have been prohibitively 
expensive to connect distant cities 
in that manner. NBC now connects 
its Radio City studios and its trans- 
mitter on the Empire State building 
by cable. 

“This first test of a radically new 
method of transmitting the tele- 
vision signal, a highly complex 
group of electrical impulses extend- 
ing over an enormous range, is of 
tremendous significance to tele- 
vision,” declared Alfred H. Morton, 
NBC vice-president in charge of 
television. 

“Essentially it means that New 
York City will be turned into one 
vast outdoor theater for television 
pick-ups. It opens a_ thousand 
roads along which television can 
travel in search of important and 
interesting programs. 

Bell engineers emphasized that 
the problem of linking different 
cities together in a television net- 
vork differs markedly from creat- 
ng a pick-up network within the 
limits of New York. Present ap- 
paratus is strictly experimental, and 
Bell is not yet prepared to install 
equipment for television pick-ups 
through all New York telephone 
exchanges. 


Egge Resigns Fair Post 


Karl, F. Egge, assistant director of 
merchandising of New York World’s 
Fair 1939, Inc. has resigned effec- 
tive early in June. He was for- 
merly sales director of Blooming- 
dale Brothers department store, 
New York, and previously with L. 
Bamberger & Co., Newark. 


KAUFMANN &@ 
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Hansen to Join 
“Traffic World” 


After 22 years with Domestic En- 
gineering Publications, Chicago, D. 
J. Hansen will join The Traffic 
World, Chicago, June 1, as circula- 
tion director of its various publica- 
tions and services. Mr. Hansen, 
who was general manager of Do- 
mestic Engineering papers, recently 
concluded a term as president of As- 
sociated Business Papers, Inc. 

E. M. Johnson, who has been with 
The Traffic World for five years in 
sales and research, has been ap- 
pointed advertising director. 


Creates New Division 
Gardner Displays Company, 
Pittsburgh, has established a retail 
store division, which will be headed 
by Karl Roth and J. H. Beardsley. 
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General Mills | 
to Sponsor 
Racing Meet 


Minneapolis, May 25.—Though 
outstanding races have occasionally 
won sponsors, General Mills, Inc., 
will establish a precedent May 27- 
July 4 when it uses the Ak-Sar- 
Ben race meet at Omaha for exploi- 
tation of Wheaties. 

Cliff S. Samuelson, advertising 
manager of grocery products for 
General Mills, said the benevolent 
aspect of the race meeting at 
Omaha removed objections attach- 
ing to racing in general. The Ak- 
Sar-Ben is operated exclusively for 
civic purposes, profits going to 


Four-H clubs and to 93 Nebraska 
state fairs. 

General Mills will broadcast the 
feature race daily over Station 
WOW. In addition, it will sponsor 
a 15-minute evening program of 
expert comment Tuesdays, Thurs- 
days and Saturdays by Harvey 
Foster. 


Grocers Are Guests 


Merchandising arrangements pro- 
vide for an introduction of Omaha 
grocers to the sport of kings, 
groups being guests of honor daily 
in the WOW broadcasting box. The 
racing angle will not be carried into 
juvenile circles, however, General 
Mills having decided to offer a 
pedometer to listeners who send in 
a Wheaties box top and a dime. 
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can. For all 


cooking purposes. 


Chicago grocers are telling their customers about 


your product by means of newspaper advertising. 


Day after day they are spending their money to sell 


merchandise bearing your brand name. 


They see the immediate result of this newspaper 


advertising; experience has taught them that it pays. 


If you want the dealer to support you in this mar- 


ket, back him up with 


your advertising where he 


reaches his customers, in the local newspaper. Give 


him the opportunity of 


tying in his advertising dol- 


lars with yours. You can't go wrong by following his 


lead in choosing which newspapers to use. 


During 1938 THE TIMES was second Chicago 


Stodghill Appointed 
“Georgian” Publisher 

Howard W. Stodghill, formerly in 
charge of circulation for the Hearst 
organization and previously busi- 
ness manager of the Louisville 
Courier-Journal and Times, has 
been appointed publisher of The 
Atlanta Georgian and Sunday 
American, succeeding the late Her- 
bert Porter. 

Randolph A. Hearst has been ap- 
pointed assistant publisher. 


Drive for Indiana Ice 


The Ice Industry of Indiana has 
launched an eight-week test cam- 
paign in three Indianapolis newspa- 
pers, with spot announcements on 
two radio stations. Ickes, Mahoney 
& Smith, Indianapolis, is the agency. 


paper in retail grocery advertising, with a total of 


more than a half million lines. The steady trend of 


retail grocery advertising to the TIMES has followed 


the swing of Chicago readers. 


Today THE TIMES offers the national food adver- 
tiser 369,000 families whose ability to buy is daily 
demonstrated by the local grocer. And this great 
market is available in the TIMES at one of the low- 


est milline rates for evening newspapers in America. 


TIMES 


fe... 


NATIONAL REPRESENTATIVES 
SAWYER -FERGUSON-WALKER CO. 
DETROIT 


THE 


CHICAGO'S 


NEW YORK 


CHICAGO 
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Westinghouse to 
Bring World's Fair 
to Moviegoers 


Technicolor Production 
Will Be Shown Through- 


out Nation 


(Picture on Page 31) 

New York, May 25.—Realizing 
that many millions of people will 
be unable to visit the World’s Fair 
here, Westinghouse Electric & Mfg. 
Company is at work on a feature 
picture portraying the wonders of 
the Exposition for those who stay at 
home. 

The film, now in production at 
the Long Island studios of Audio 
Productions, Inc., ties in with both 
the Westinghouse exhibit at the fair 
and current magazine advertising 
by the company. 

The Middleton family, which is 
being featured in color copy in 
magazines this summer, provides 
the plot for the film. Called “The 
Middleton Family at the New York 
World’s Fair,” the picture is being 


produced on a scale comparable 
with regular Hollywood produc- 
tions. 


Entertainment First 


It is unique in that it is one of 
the few feature pictures filmed in 
technicolor by an advertiser for a 
consumer selling effort. The script 
touches commercialism only lightly, 
but many of the scenes are laid in 
the Westinghouse building at the 
fair. 

A cast of professional actors, sev- 
eral with Hollywood and New York 
stage experience, is at work on the 
shooting. G. R. Hunter, vice-presi- 
dent of Fuller & Smith & Ross, the 
Westinghouse agency, and Reed 
Drummond, commercial film spe- 
cialist of the agency, prepared the 
script and are overseeing the pro- 
duction. 

Shooting will be completed by 
the end of June. It is expected 
that the picture will run for about 
a half hour. It will be unveiled 
to consumers in August and will 
be distributed both through several 
thousand theaters which carry com- 
mercial films on their regular pro- 
grams and through organized groups 
such as Parent-Teacher associations. 

The story concerns “a family of 
folks you know—friends who live 
around the corner.’ Characters in- 
clude Mr. and Mrs. Middleton, their 
two children, Babs and Bud, and 
Grandma. Nick, a smooth young 
art teacher who is something of a 
“parlor pink,” supplies the love in- 
terest along with Jim, a homespun 
youth who defends democracy in 
his role as a guide at the West- 
inghouse fair exhibit. 


Youngster Asks Questions 


Bud, a typical freckled-faced lad 
picture. 


threatens to steal the It | 


KANSAS CITY, MISSOURI 
1000 WATTS - 1530 KiLOcYcLes 
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is his questions to his father, such 
as what this machine age will mean 
to him when it comes time for him 
to earn a living, which serve as a 
springboard for the presentation of 
the wonders of science as displayed 
at the fair. 

Besides permitting Westinghouse 
to highlight the film with a roman- 
tic angle, the struggle between Nick 
and Jim for Babs’ affections enables 
a full explanation of the company’s 
contribution to modern living and 
its belief in the present economic 
system. 

Mr. Drummond, who has been a 
Hollywood producer as well as an 
agency man, explained to ADVERTIS- 
ING AGE today that the latest of the 
Westinghouse consumer films is de- 
signed to perform a public relations 


job as well as interest people in its 
products. Commercialism is played 
down throughout, he said, but 
enough selling is introduced to en- 
able the advertiser to get across a 
product story. 


Drive for Water-Wings 


Ayvad Water-Wings, Inc., Hobo- 
ken, N. J., will soon launch a sum- 
mer campaign for Swimaid water- 
wings in newspapers, magazines 
and business papers. Hicks Adver- 
tising Agency, New York, is in 
charge. 


Galanti Leaves Agency 
Thomas Galanti, after eight years 
with Donahue & Coe, New York, 
has joined Advertising Agencies 
Service Company, New York, ty- 


pography. 


Norwich Company 
Expands Campaign 


for Unguentine 


Norwich, N. Y., May 23.—Supple- 
menting a current schedule in na- 
tional magazines, Norwich Phar- 
macal Company has released copy 
in newspapers in major cities 
throughout the country on Unguen- 
tine antiseptic. 

Norwich will lean on steady repe- 
tition of its “modern antiseptic” 
theme by using small space and 
frequent insertions. The schedule 
calls for 42 separate advertisements 
during the next six months. 

Norwich has also started a news- 
paper drive on Pepto-Bismol diges- 


tive aid. 
Trouble at 10,” first insertions in 
the new series advise Pepto-Bismol 
for upset stomach caused by over- 
indulgence. There will be 24 inser- 
tions in a six-month period. Law- 
rence C. Gumbinner, New York, is 
the agency in charge. 


Two Name Mines 


The Evening News, Bridgeton, 
N. J., and the Register, Red Bank, 
N. J., have named Barry T. Mines 
Company, New York, as national 
representative. 


Grey Adds Paulen 


Herbert A. Paulen, formerly with 
Kenyon & Eckhardt, New York, has 
joined Grey Advertising Agency, 
New York, as assistant art director. 


— —_ 


HOW MUCH GOVERNMENT DO AMERICANS WANT? 


Does Public Opinion want, or 


not want, Government to— 


Redistribute wealth by heavy 
taxes on the rich? 


Be responsible for seeing to 
it that everyone who wants to 
work has a job? 


giaTH 


me 


Regulate all public-utility rates 
like electricity, gas, etc.? 


Make all decisions in disputes 
between capital and labor? 


Provide an army and navy? 


Provide for all people who 
have no other means of sub- 
sistence? 


Establish a bureau to super- 
vise what should be produced 
in moving pictures? 


Establish a bureau to super- 
vise what should be produced 
over the radio? 


Control the prices of farm 
products by controlling pro- 
duction? 


Supervise all religious observ- 
ances by establishing a na- 
tional church? 


Make every adult male spend 
at least two years in the 
army? 


Establish a bureau to super- 
vise what should be printed in 
newspapers and magazines? 


Take over and operate all 
private colleges and institu- 
tions of higher learning? 


Take over all the present family 
duties toward children? 


Take over and operate all 
private, public, and parochial 
schools for children? 


* How much do the people of democratic America want the 
Government to participate in their lives? If you can answer that 
question you can plot the field of the political battles of the future. 
And that is precisely the question The FoRTUNE Survey has set out 
to answer. To the vote of Public Opinion it submitted 24 questions. 
At one extreme it asked a question to which “Yes” was the fore- 
doomed answer — “Should our Government provide an army and 
navy?” At the other, one with a foredoomed answer of “No” — 
“Should our Government establish a national Church?” And 
between these extremes it offered Public Opinion a choice of 
22 planks for constructing a platform on which it would like its 
government to stand. The choices are enormously interesting. For 
they reveal something that no one has ever known before — the 
true political climate of America. FortuNE for June. Page 68. 


UNOUU: 


Profits from a Pipe-dream 


e Continental is one of the 


smaller players in an exciting, 
nervy game. But it’s lucky 
enough to have President Dan 
Moran to plot its moves—a man 


of quick, shrewd and daring 


stratagem. He was prime mover in laying the largest gasoline pipe- 
line. Now he’s staked his company’s future in the Gulf Coast sands. 
Doesn’t resemble at all the popular conception of a J. P. Morgan 
appointee—but he is one. Fortune for June. Page 71. 


UIGK-FROZEN FOODS ARE TEMPTING 


¢ It looks so simple. All you do is take spinach, or chicken or 
strawberries—freeze it—sell it. That’s what many an enterprising 
entrepreneur has thought—to his sorrow. Even if producing the mer- 
chandise were as simple as that (which it isn’t) your trouble would 
only just be beginning. There’s the matter of keeping the stuff 
frozen while it’s waiting in the grocery store for Mme. Housewife 
to pick it up. There’s the business of getting the grocer to have it 
there when she drops in—and of getting her to take it with her when 
she walks out of the store. All of which, as Fortune discovers, 
takes both money and know-how—and plenty of both. In Fortune 
for June you will find more than a Birds Eye view of the business 
that may still revolutionize the food industry. QuicK-FRozEN 
Foops. Page 61. 


Headed, “Dinner at 8— 
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Workers Earning  iiic: ‘manazer of the. Studebaker 
$20-$30 Per Week (fea tre American’ Marketing 
Own Most Cars ca ar reported on page 22 of 
an ae pn agp gn Table Shows Figures 


tween $20 and $30 comprise the Only 4.3 per 
largest single group of car OWNerS|owners have incomes above $100 
in the United States, according to| per week, while only 8.1 per cent 
figures released today by the Asso-|are in the $60 to $100 group. A 
ciated Petroleum Industries of | table showing the income group, the 


cent of U. S. car 


| Pennsylvania. .|percentage and number of cars 
| Report from Survey owned for each, offers these figures: 
ee al 7.5 372,000 

The association’s report was a = 9% dnatep”’  aneaer eyes 

drawn from a survey conducted by/ 20-30 ........... |) Se 5,350,000 

the United States Department of} {0735 0000:5°::°:1t!0/.)) B8ot‘o00 
Commerce and the National Re-| 60-100 .......... 8.1....... 1,8065000 
sources Committee. eee Bee iatuese See 958,500 
[These figures vary somewhat 22,292.500 


> ZZ 


BRAZIL IS A POLITICAL 
yCOCKTANL ee anton on 


any familiar pattern of Left and Right. 
She has a dictator, but one with humor 
enough to enjoy wise cracks against 
himself. Also extreme poverty on one 
hand, but few great fortunes on the 
other. Labor laws that are “liberal”, 
yet permit no strikes. A lopsided econ- 
omy, in which floods of iron may soon 
replace holocausts of coffee. Strong 
nationalist sentiments—but economic 
problems that are international. And 
here enter Hitler and Uncle Sam, rivals Painting by Candide Portinart 


happenings in BraziL. FortTuNE for June. Page 43. 


D 


his is a good, well-rounded life. A nice blend of ns —P. R. Mallory (A-K.) 
homely satisfactions with the excitement and . . . the president ducked under 
: pound of the locomotive’s urgent energy. FORTUNE = — me ees 
leete We for June. Page 78. A RAILROAD FIREMAN. ; ane 


ALONG LETTER FROM SAN FRANCISCO Forres: kattor writes back | lms” “Comins isa 


= : p , . oe ... you'll have t bmit 
f home from San Francisco. Describes the labor situation there—which is tough a aan indignisies. wien - 
in both senses of the word. What The Committee of 43 did succeed in doing and —Wheary Luggage (C.-E.) 


what it didn’t. Also the Employer’s Council, and S. F.’s new labor technique— This is the villain. 


its dangers and how the need for it might have been averted. Page 14. 


Drive for * ‘Captain Fury” Clark Appointed by 


A campaign in national maga-| Tennessee Brewers 
zines and newspapers will accom- . 
pany the release this month of the The Tennessee Brewers and Beer 


- < ‘6 -- |Distributors Association, a newly 
ell Da nag yer formed organization which has 
United Artists Corporation, New joined the United Brewers Indus- 
York. Copy features the adventur- trial Foundation, has appointed the 
ous and romantic life of Captain = P. ye as Sees as 
Michael Fury, Australia’s Robin recs grey Bn - a —ng cam- 
Hood. J. Walter Thompson Com- Pei to _ ‘+ hon 42 
any, New York, is the agency. 2 eee aoe SP teas 
P ' , ¥ groups in Nebraska, Kansas, Maine 

—— and Alabama, will work toward 
: ° protection of the public interest as 
Promotes Cruises to Fair well as to preserve the legal status 
Colonial Steamship Lines, New |of beer. 
York, has begun a campaign through ialiieiiatee 
Albert Frank-Guenther Law, New . 
York, for ship and shore cruises J. E. Graham Resigns 
from New England to the New York J. E. Graham has resigned as 
World’s Fair. Radio and newspa-|secretary and treasurer of Market 
pers in New England cities are| Research Corporation of America, 


courting her favor—with compensation marks, propaganda, “hemisphere de- : ii ; ; 
: FORTUNE has ever printed in one 
fense” and a $120,000,000 deal. A detailed background of the controversial 


D YOU WANT 10 BE ARR. ENGINEER? =| avreristine. too 


e You'll be delighted to meet Lewis Isaacs- Excerpts from the advertisements in 
Lackawanna fireman, who still hopes to be an en- 
gineer one day. And you may still want to be one focal point of the dinner con- 


when you read this warm story of a quiet man. For 


being used. New York. 


AMERICA WANTS T0 GROW 


e The Editors of ForTUNE criticise 
the present Administration for put- 
ting its emphasis on guaranteeing a 
minimum standard of living. instead 
of encouraging an ever-expanding 
maximum. Fortune for June. P. 60. 


NEXT MONTH: sroscsi's most a 


bitious assignment — a whole issue 
devoted to New York City and the 
many phases of its life — Social, Eco- 
nomic, Artistic and Business. FoRTUNE 
for July—a bumper issue, containing 
more pages of editorial matter than 


issue before. 


Fortune for June 


. the quickest way to become the 


versation ... —Darco (A.-K.) 


. “Ham” is a badge of honor. 


The fans turned out by thousands, 


—Mimeograph (L.B.) 


This story won't mean a thing to 


you unless you've been scrub- 
bed and shined. 
—Barre Guild (H.B.H.) 


What if mother did forget to turn 
off the water heater? 


—Bell Telephone (N.-E.) 


. + more time is wasted in the 

washroom than in any other 

part of the plant or office. 
—Scott Paper (J.W.T.) 


The slug was used for the punch. 
-Continental Machines (W.-B.) 


Always look a gift horse in the 
{ mouth! —WN. J. Council (C.D.S.) 


For smoother sundaes... or 
easier mondays. 
—York Ice (J.M.M.) 
Air-conditioned babies. 
—General Electric (M.) 
How to skin a cat! 
—Young & Rubicam (Y. & R.) 


Candid camera shot of “hush 
money” about to change hands. 
—Celotex (H. MacF.) 


Is your office blockaded by a dic- 
tator? —Dictaphone (McC.-E.) 


| 


A novel transparent window in Loose- 
Wiles Biscuit Company's new dog food 
package makes it appear that the cocker 
spaniel is actually nibbling at a biscuit. 
The carton was designed by Robert Gair 
Company in brilliant red, blue and black. 


Goodyear Process 
Offers Longer Life 
for Women’s Hose 


New York, May 24.—The first 
commercial appearance of women’s 
hose, impregnated for longer wear 
with a new substance developed by 
Goodyear Tire & Rubber Company, 
will be made in retail outlets here 
soon, according to Richards, Boggs 
& King, Inc., selling agent. 

The hose, known as Dura-film, 
is said to have twice the wearability 
of comparable stockings finished by 
other means. The Goodyear process 
consists of the use of a plastic base, 
containing coal, lime and salt. Suc- 
cessful tests on hosiery subjected to 
the new process have been con- 
ducted in Minneapolis. 


To Be Promotion Theme 


While no guarantee as to in- 
creased life will be made, it is ex- 
pected that this feature will be 
played up in the advertising of 
stores carrying the new hose. The 
Goodyear process increases the price 
of the stockings about 50 cents a 
dozen to the wholesaler. 

Thus far, no national advertising 
plans for publicizing the process 
have been made, but it is exnected 
that a campaign will be undertaken 
when distribution has been com- 
pleted on a national scale. 


“Journal” in Oregon 


Western Livestock Journal, Los 
Angeles, has opened an office in the 
Union Stock Yards, North Portland, 
Ore., under the supervision of Bob 
Teale. 


Hoyt Leaves Seagram 


Howard H. Hoyt, general sales 
manager of Seagram Distillers 
Corporation, New York, has re- 
signed. 


OMAHA—First In 
Butter Production 


Omaha produces 40°, more butter than 
any other city in the world. Production 
runs over 30,000,000 pounds annually. 


. the daily income from the sale of 
butterfat makes the great Nebraska- 
Southwestern lowa market, which is 
blanketed by the Omaha World-Herald, 
ideal for your test campaign. 
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Big Business Can Be 
Good Business, Too, 
Arnold Declares 


Outlines Desires of 
Anti-Trust Division to 
NAPA Conference 


San Francisco, May 23.—Thur- 
man Arnold, assistant attorney gen- 
eral of the United States, placed 
himself on record yesterday as an 


exponent of mass production and the 


competitive price policies of free 
and independent enterprise. 
The anti-trust division, he de- 


clared, has no desire to destroy the 
efficiency of mass production but 
wishes only to make it effective. 

Addressing the National Associa- 
tion of Purchasing Agents, he 
tempered these assertions with one 
qualification. “There is no evi- 
dence,” he said, “that mass produc- 
tion requires such giant enterprises 
that competition becomes impos- 
sible.” 

He did not draw a line of de- 
marcation between enterprises that 
might be large without being detri- 
mental and those which might come 
under the “giant” classification. 


Control Objectionable 


“Our our ideals, our 
hopes are all on 
the side of free and independent 
enterprise and against government 
control,” he remarked. “Our prob- 
lem, therefore, is to make free and 
independent enterprise function as 
a producer and_ distributor of 
wealth. Government should step in 
only in those cases where free and 
independent enterprise cannot do 
the job. It should remain in only 
if competitive conditions cannot be 
restored.” 

He deplored the attitude of busi- 
ness men who shared the opinion 
of one executive who heard Mr. Ar- 
nold deliver a recent address in 
New York. This individual, identi- 
fied by Mr. Arnold as a “nationwide 
figure,” said to him: “I agree with 
everything you told us about the 
anti-trust laws. However, I unalter- 
ably disagree with any attempt to 
coerce business men to obey them.” 

Mr. Arnold today emphasized that 
the anti-trust division’s attitude is 
definitely not one of coercion. “We 
are freeing business from the coer- 
cions which have grown up within 
it,” he declared, “and which busi- 


traditions, 
desires and our 


ness itself is powerless to remove, | 


as a patient is powerless to operate 
on himself for a cancer.” 


Enforcement Problem 


Many people, said Mr. Arnold, 
are asking him to define monopoly. 
He answered this in part by point- 
ing out that 
Sherman act is not a search for a 
definition, but the regulation of eco- 
nomic traffic. He indicated that 
under present conditions this ques- 
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NOW 


9000 WATTS 


And WFBR’‘s nationally rec- 
ognized showmanship and 
merchandising policies 


GIVE MORE POWER 
to your advertising 


NATIONAL REPRESENTATIVES | 
EDWARD PETRY & CO. 


ON THE NBC RED NETWORK 


enforcement of the | 


| tion might be really answered only 
through further clarification of the 
anti-trust laws, “case by case.” 
“Under a judicial administration 
of the anti-trust laws, business must 
make a guess, and accept a penalty 
if it guesses wrong,” he said. 
Business men who feel that they 
might like to have more definite 
“advance information” as to what 
they can and cannot do should also 
bear in mind that this system would 
,call for more and not less govern- 
ment regulation, he declared. 
“Business cannot have its cake 
and eat it. If it desires the freedom 
and lack of regulation which comes 
from a judicial referee, it cannot 
have the certainty which comes 
from an administrative director.” 


| 


} 
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Britisher Utters 


Praise for U.S. 
Copy Standards 


London, England, May 16.—W. 
Buchanan-Taylor, publicity mana- 
ger of J. Lyons & Co., Ltd., British 
restaurant chain, returning home 
recently after a trip to the United 
States and Canada, expressed a 
hope that British advertisers would 
soon follow “America’s lead back 
to clean, honest advertising.” 

He also predicted that a British 
consumer movement seemed inev- 
itable when fewer international 
complications are in the way. Some 
famous British advertisers, he said. 


! 


Why do Companion editorial features enjoy such 
great and growing popularity? Because the Com- 
panion eliminates guesswork from its editorial 
ee ‘ policy. An alert staff keeps in close touch with 
the needs and wants of readers through contact 
with an accurate cross-section comprising 1,500 
Reader-Editors located throughout the country. 
Keen reader interest thus created naturally car- 
ries over into the advertising pages. This brand 


“are now sponsoring a type of ad- 
vertising which, until a few years 
ago, one could never have believed 
they would tolerate.” The govern- 
ment, he added, might be expected 
to exercise some control, if its at- 
tention was not focused upon inter- 
national developments. 


Tarr Joins Buchanan 


Cedric W. Tarr, for the past year 
head of Tarr & Miles, has been ap- 
pointed copy director of Buchanan 
& Co., Los Angeles. 


Bank Names Broughton 


Irving Savings Bank, New York, 
has appointed Averell Broughton 
Advertising Agency, New York, to 


handle advertising and publicity. 


a bowl of 


Bristol Elected Head 


of Packaging Institute: 


William M. Bristol, Jr., Bristol- 
Myers Company, New York, has 
been elected president of Packaging 
Institute, Inc., New York, a new 
group formed by the merger of 
Packaging Machinery Manufactur- 
ers Institute and Production Man- 
agers’ Association. 

Other officers are Carl H. Lam- 
belet, New Jersey Machine Corpo- 


ration, Hoboken, vice-president, 
and Helen L. Stratton, secretary- 
treasurer. 


Joins Campbell-Lampee 

Leslie Heitel, formerly of Post & 
Swanson, New York, has joined 
Campbell-Lampee, New York, as 
account executive. 


Reader-Editor 


veers 


advice 4 


eee? 
‘eg POG A 


= WITR HOT MERCHA 


any aoetiee advertising investment in its 


norte ~ ~ 


selling is sore sided nt 23 Compass’ 
Shoppers (known as Jean Abbey and Carolyn 
Pryce) who broadcast timely shopping news 
weekly and arrange tié-in displays of Com- 
panion-advertised products in department stores 
and food chains, coast-to-coast. 

Companion Selling starts earlier, goes deeper, 

works harder and carries through farther than 
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ADVERTISING AGE 


Hollvweed Tie-up 
Hit by FTC in 


Calox Complaint 


Washington, D. C., May 23.—Tes- 
timonials given for publicity pur- 
poses received a body blow from 
the Federal Trade Commission here 
last week when it filed a complaint 
against McKesson & Robbins, Inc., 
Bridgeport, Conn., alleging unfair 
trade practices in the sale of Calox 
tooth powder. 

The McKesson & Robbins cam- 
paign featuring numerous movie 
celebrities who achieved “teeth that 
shine like the stars” through em- 
ployment of Calox was the result 


of a reciprocal publicity arrange- 
ment intended for advertising value 
in promoting the screen careers and 
popularity of the performers, the 
FTC charged. 

Movie stars, it continued, do not 
depend on any dentifrice alone, but 
employ the services of dentists who 
give them regular treatments. The 
Commission held misleading the 
advertiser’s representations, direct 
and indirect, that movie stars have 
white, clear and sparkling teeth be- 
cause they use Calox tooth powder; 
that Calox alone keeps their teeth 
in that condition, and that anyone 
who uses Calox can have teeth as 
beautiful as those of Hollywood's 
stars. 

Other statements held untrue are 


THE POINT OF SALE — 


ERCHANDISING KE 


M 


that Calox will help clean the 
proximal surfaces between the 
teeth as well as the broad exposed 
areas, and that tooth powders, in- 
cluding Calox, are more effective 
for brushing, polishing and cleans- 
ing teeth than are tooth pastes and 
are generally recommended by den- 
tists in preference to pastes. The 
company has 20 days in which to 
file an answer. 


Dutch Ad Man in N. Y. 


J. W. F. Stoppelman of Amster- 
dam, who resigned after ten years 
as manager of the Holland branch 
of Lord & Thomas, has arrived in 
New York, where he expects to 
make his home. He has not yet 


revealed his plans. 


Michigan Creates 


Apple Commission 


Gov. Luren D. Dickinson of 
Michigan has signed a bill creating 
a five-man commission to adver- 
tise and promote the sale of Mich- 
igan apples. 

A tax of one cent a bushel, the 
first 300 bushels produced by any 
grower to be exempt, will finance 
the activities of the commission. 


“Press” Names Two 

Gough J. Palmer has been ap- 
pointed advertising director of The 
Houston Press. He was formerly 
with the Fort Worth Press and the 
Citizen, Columbus, O. J. Pike Pow- 
ers, formerly with the Knoxville 


News-Sentinel, has been named na- 


tional advertising manager. 
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CREATING DEMAND by editing 


to women’s needs as expressed by 
1,500 representative Reader - Editors. 


CLINCHING SALES with a con- 


sistent program of Nation-Wide Mer- 


chandising. 


LARGER CIRCULATION THAN ANY OTHER WOMAN'S MAGAZINE—3,077,498 
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This Calox copy featuring Hollywood 
celebrities and the theme, “Teeth that 
shine like the stars,’ has been declared 
taboo by the Federal Trade Commission. 


New Chevrolet Magazine 


Chevrolet Motor division has is- 
sued “Friends Magazine,” a 24-page 
picture publication, printed in color. 
It has been sent to local Chevrolet 
dealers for distribution. 


Agency Adds Gardner 


Edward H. Gardner, formerly 
with Arthur Kudner, New York, 
has joined Warwick & Legler, New 
York, as a member of the executive 
staff and plans board. 


Name Mackay-Spaulding 

Frailey Products, Inc., Norwalk, 
Conn., has .appointed Mackay- 
Spaulding Company, New York, to 
direct promotion of its proprietary 
and cosmetic products. 


. ”” 
Re-issues “Pharmacy 
After a lapse of ten years, Parke, 
Davis & Co., Detroit, has again 
started publication “Modern 
Pharmacy,” which ill appear 
every two months. 


Gladics & Morrow Move 


Gladics & Morrow, Chicago com- 
mercial art and photographic or- 
ganization, has moved to new and 
larger quarters at 225 N. Michigan 
avenue. The Snagueee is State 3261. 


Frequency Discounts On 
Your Newspaper Schedules 


Ewsoy extra profits from rich Ili- 


nois and Iowa markets. Now 81 lead- 
ing dailies in these two states give you 
Frequency Discounts as high as 10% on 
the gross billing on national advertising 
run in compliance with the standard 
I & I Frequency Discount Schedule. 
You deal directly with each paper 
in scheduling or billing—so you can use 
any number of papers you desire and 
get your Frequency Discount from each 
paper used. Write today for your copy 
of the Frequency Discount Schedule and 


full details on the I & I Group Plan, 


Daily Newspaper League 
of Illinois 
401-02-03 Leland Bldg., Springfield, Ill. 


lowa Daily Press Association 
405 Shops Bidg., Des Moines, la. 
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ADVERTISING AGE 


Voice of the Advertiser 


Takes Issue with 


Collins Pronouncement 


To the Editor: Ordinarily, I 
maintain a healthy respect for the 
opinions of Kenneth Collins. And 
I certainly agree with some of the 
things he says about pre-testing 
and advertising formulae in the 
May 15 issue of ADVERTISING AGE. 

But when he comes out broadly 
and condemns all efforts toward a 


more scientific approach to adver- 
tising, I think it’s time for someone | 


to yell Q-U-I-E-T! Sure, I know 
there is a lot of crawfishing and 
back-tracking underneath his main 
headline. But to the “headline 
reader’, Kenneth Collins is saying 
advertising research isn’t worth a 
damn. 

As a matter of fact, most com- 
panies today need advertising re- 
search even more than they need 
product research. Granted, it must 
be applied to their particular busi- 
ness and conducted in a practical 
way; but there’s plenty of that kind 
of advertising research being done 
currently—and it’s paying divi- 
dends. 

No business or no profession can 
progress very far without a consist- 
ent research program, so for heav- 
en’s sake, let’s not discourage the 
advertising profession, when it’s 
biggest job is still ahead. 

HOWARD KENYON, 

Howard Swink Advertising 

Agency, Marion, O. 
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She’s Still 
Very Much Alive 


To the Editor: I am enclosing an 
advertisement which appeared in 


Yk 
English writer 


uses the short story form so perfectly. 
Under « single cover, now, is the beat 
prose work of one of the most important 
writers of the period.” — Saturday Review 


HERE LIES 
Doroth 


PARKER 


At lest—in one superb volume —her collected 
stories, monologues, dialogues, plus three 
stories never before published in book form 

The Viking Press $3.00 


— 


the Chicago Daily News, on Doro- 
thy Parker’s new book, “Here Lies.” 
Perhaps the implication was not 
malicious, but if Mrs. Parker sees 
that advertisement I pity the copy- 
writer. Maybe the author will start 
writing another new novel and call 
it “Here Lies a Copywriter.” 
FRANK W. MILEs, 
Dog World, Chicago. 


vv 


. "“ J 7 
Likes “Copywriter 

To The Editor: I am a copywriter. 

After fifteen years of it I still be- 
lieve that being a copywriter is an 
important, an exacting and an 
honorable profession. 

Out of the depth of my conviction 
on that fact I take exception to re- 
marks made in your columns by 
several gentlemen who suggest that 
some “more suitable term” than 
copywriter be applied to the man 
who creates and writes copy. I 
would resent some of the sugges- 
tions made, were it not for the fact 
that I realize these gentlemen are 
sincere in their suggestions and, 
naturally, have a right to opinions 
of their own 

To my mind, the complainants 
have struck at the very heart of the 


question (which they seem to feel 
exists)—‘What is wrong with be- 
ing a copywriter?” Struck at the 


heart, perhaps, but from the back 
and somewhat too low for Queens- 
bury Rules. 

I do not feel that there is any- 
thing wrong with being a copy- 
writer. The glory of the profession 


This department is a reader’s forum. 


Letters are welcome. 


HOW TO GET ONE EYE FREE 


Capucines, Paris 


A BEAUTIFYING TREATMENT 


Wrinkles, freckles, bags under the eyes, and surgical scars 
removed in one visit. 
tour restored. No surgery, injections, electricity or 
massage used. Meet satisfied clients at Mrs. Ella Sterling, 
the only Specialist guaranteeing to remove every wrinkle. 
Physicians’ Endorsements. 
Thousands of Testimonials. 
and 243, 


One eye free. Youthful con- 


Also Under Royal Patronage. 
Regent Street, London. W.1. 


does not need to be saved, nor the 
“waning ego” of sound copy men 
boosted by hiding behind false 
names, as your correspondents seem 
to suggest. 

Rather, I believe, it is something 
closely similar to the very sug- 
gested rechristening itself that may 
give rise to the suspicions these 
writers appear to have encountered 
in the public mind. Please under- 
stand that I certainly do not accuse 
these fellows of it, but the danger 
I refer to is this the seemingly ir- 
resistable desire of some copy men 
to apply obscure terms to simple 
things, and to paint a product or a 
subject in everything but its own 
honest image. 

I agree with one thought that I 
hope is back of some of the sugges- 
tions made—we should foster pub- 
lic respect for the man whose wit 
and wisdom, honesty and humor 
blow the breath of life into adver- 
tising. But this will never be 
brought about through phoney titles 
or lily-gilding. 

Why desert an old and honorable 
family name because a few sons 
have besmeared its escutcheon? 
Setter, say I, that the rest of us 
should so intelligently create ideas, 
and so honestly and convincingly 
write copy that John Q. Public will 
come to understand a copywriter is 
a man who serves him with fact, 
and whose word is Truth. 

For my own part, I am still a 
Copywriter—unashamed. 

Jay Morton, 

Cleveland, O. 
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New Wrinkle 


in Seasonal Copy 

To the Editor: Twice a year, we 
are confronted with the problem of 
running a teaser campaign in trade 
papers to stimulate interest of buy- 
ers in attending showings of spring 
and fall lines of Armstrong’s Lino- 
leum, Quaker Rugs and Floor Cov- 
ering. 

In an effort to get away from the 
conventional types, such as invita- 
tion cards, page boys parting cur- 
tains, etc., we have adopted a hu- 
morous touch for our fall openings 
campaign, and we thought you 
might like to see the enclosed re- 
prints of this advertising now ap- 
pearing in Retailing and Rug 
Profits. 

Members of our advertising de- 
partment and those of our agency— 
Batten, Barton, Durstine & Osborn 
—suggested situations and gags 
which were rendered by a capable 
artist. Bach original drawing was 
presented to the man who suggested 
the idea. 

JOHN P. YOUNG, 

Advertising Manager, Arm- 

strong Cork Company, Lancas- 

ter, Pa. 


Eye, Eye, Sir 

To the Editor: While flicking 
through a recent issue of the Lon- 
don Tatler, the writer was delighted 
to discover that those in the mood 
might receive “One Eye Free” by 
merely dropping a note to Mrs. Ella 
Sterling at 243 Regent street. 

This, I assume, is a rather loose 
interpretation of Mrs. Sterling’s of- 
fer. I doubt sincerely that the eye 
would be sent by return post or 
Royal runner. Mrs. Sterling un- 
doubtedly means that those kind 
enough to visit her office will re- 
ceive “One Eye Free.” All of which 
sort of leaves us where we started. 

Being a relentlessly curious per- 
son, the writer would like to know 
what one does with the eye when 
one obtains it? Is this but the be- 
ginning of a relentless stream of 
anatomical come-ons? Is it a pub- 
lic confession of British advertis- 
ing’s present state of mind? Is it 
an American’s numb interpretation 
of jolly British humor? 

JOSEPH CREAMER, 

Promotion Director, Station 

WOR, Newark, N. J. 


Questions Crosley 
Merchandising Plan 


To the Editor: Are you not taking 
altogether too seriously Powel Cros- 
ley’s so-called new merchandising 
idea? Especially as it is supposed 
to affect, or demand that the auto 
dealer obtaining a franchise for the 
Crosley car shall handle other Cros- 
ley items in order to, as you put it, 
create a volume that will make the 
franchise valuable. 

Unless my memory is terribly at 
fault this fact appeared just about 
the time radio was getting out of 
the hush-hush stage and into the 
so-called loudspeaker era. 

I may be wrong, but I think that 
when General Motors got into radio 
(much to its sorrow, I believe) with 
a line of sets, they gave General 
Motor auto dealers first opportunity 
to have the local franchise. Did it 
work? Ask General Motors! 

Successfully selling autos and 
radio sets are miles apart—in fact 
just as far apart as servicing the 
two animals. It is a rare genius 
who can _ successfully service an 
auto and a radio. I think that Gen- 
eral Motors’ attempt to tie autos 
and radio together was so much of 
a flop they never made the same 
mistake with Frigidaire. There is 
always an exception to every rule 
and possibly somewhere in these 


United States there may be several 
dealers who are successfully selling | 
autos, radios and refrigerators but I 
have never happened to see them 
mentioned in any business paper 

should 


and such a dealer make a 
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BLACK AND WHITE POSTER 


NATIONAL KINDNESS 
TO ANIMALS WEEK 
APRIL 17-23 


splendid piece of copy. 

I personally know of a score of 
successful auto dealers, with ade- 
quate capital, good sales organiza- 
tions and locations who in 1927- 
1928-1929 (the heyday of radio) 
rushed into taking on such mark- 
edly successful radio lines as 
Majestic, Atwater-Kent and Philco 
and rushed out again wiser, sadder 
and poorer men. 

Specialty selling is just what it is 
called—a specialty. A salesman who 
is a good auto salesman and who 
knows how to talk his line seldom 
can be trained to sell either radios 
or refrigerators. They are all dif- 
ferent animals. Buyers do not walk 
in and say “I will take one of 
these’ and put the money or the 
contract on the line. Almost with- 
out exception they have to be sold. 

M. G. F., 
Hartford, Conn. 


Pastor Traces Trends 


To the Editor: Advertising men 
may be interested in the comments 
of Dean de Ovies, pastor of the 
Episcopal Church, Atlanta, in one 
of his Atlanta Journal columns, re- 
garding the 24-sheet posters put on 
display for the Atlanta Humane 
Society by General Outdoor. 

“Two billboard advertisements 
have attracted a lot of attention re- 
cently, one nationally and the other 
at least locally. The interest-arous- 
ing feature is that they have no 
color. They are black type and il- 
lustrations on a white background. 
And they hit the observer right in 
the eye, even on viewing them from 


a moving automobile. They are 
clever and packed with knowledge 
of practical and sound psychology; 
and this is the principle of it: Ad- 
vertising has gone in for color in 
a big way during the past few 
years. Much of it has been beauti- 
fully or garishly done and all of it 
has been attention-getting. This is 
quite correct and I can find no fault 
with this lavish use of color. The 
point is, however, that the public 
has grown accustomed to it and it 
has been necessary to use more and 
more startling effects to win public 
attention for the ads. But when a 
large billboard displays something 
perfectly clear, simple, briefly 
worded and pertinently illustrated 
and—without any color at all, then 
the eye cannot escape it. 

“Those black-and-white ads take 
advantage of the old aphorism ‘va- 
riety is the spice of life’; they pre- 
sent something different, a contrast, 
a new note and a variant appeal. 
They are among the most effective 
of signboards and will be until some 
one ‘runs them into the ground,’ 
when some shrewd advertiser will 
find a fresh appeal to the eye. Na- 


ture, herself, does not tolerate 
sameness. She is always experi- 
menting and creating ‘mutants’ 


and nature manages to remain in- 
teresting through the eons and con- 
tinues to attract attention. We 
should remember that, because the 
cleverest invention becomes just an 
old gag after awhile.” 
JOHN EDWARDS BRYAN, 
General Outdoor Advertising 
Company, New York. 
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in the country. 
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df Friend in ove 
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' 
| 
j 
LANE PUBLISHING Co 
| SAN FRANCISCO 


SUMMA CUM LAUDE 


Dear Sunset:—In my work as college librarian I 
am familiar with most of the leading magazines, 
as we have a large subscription list. 
travel 
has no rival, east or west, to my way of thinking. 
I look forward to it with each new issue. 


Epna Storr, Librarian 
San Bernardino Valley 
Junior College 

San Bernardino, Calif. 


To the Editors of Sunset:- 
a splendid 
have 

for quite a few months, and you have more clear- 
cut, accurate and interesting gardening informa- 
tion packed in this magazine than in any other 


DONALD 
Horticulturist 
The 
Harvard 


May I com- 
department, which 


This is just a note to 
magazine I consider 
been receiving a copy 


WYMAN 


Arnold 


Arboretum 
University 
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Conventions 


June 1-3. Annual convention, 
National Advertising Agency Net- 
rk. Park Plaza Hotel, St. Louis. 


june 5-6. National Business- 
Consumer Relations Conference, 
Buffalo, N. Y. 

June 5-7. Annual convention, 


National Federation of Sales Ex- 


; utives, Bellevue-Stratford Hotel, 
me? |)iladelphia. 
June 12-15. Annual convention, 


Association of Newspaper Classified 
Advertising Managers, Hotel Sen- 
eca. Rochester, N. Y. 

June 12-16. Annual convention, 


Outdoor Advertising Association of |= 


America, Hotel Pennsylvania, New 
York. 

June 12-17. Annual convention, 
Lithographers National Association, 
Westchester Country Club, Rye. 

June 15-17. Annual convention, 
Southern Newspaper’ Publishers 
Association, Chamberlain Hotel, Old 
Point Comfort, Va. 

June 16-18. Annual convention, 
Advertising Distributors of Amer- 
ica, Hotel Shelton, New York. 

June 18-22. Annual convention, 
Advertising Federation of America, 
Waldorf-Astoria, New York. 

June 18-22. Annual convention, 
Alpha Delta Sigma, national ad- 
vertising fraternity, Waldorf-As- 
toria, New York. 

June 25-29. Annual convention, 
International Association of Display 
f Men, Hotel Astor, New York. 

} June 25-30. Annual convention, 
y Pacific Advertising Clubs Associa- 
tion, Oakland, Calif. 

July 10-12. Annual convention, 
The Exclusive Distributors’ Asso- 
ciation, Hotel Schroeder, Milwau- 
Kee 

July 10-13. Annual convention, 
National Association of Broadcast- 
yers. Ambassador Hotel, Atlantic 
City. 

Sept. 11-14. Annual convention, 
Financial Advertisers Association, 
Royal York Hotel, Toronto. 

Sept. 12-13. Annual convention, 
\ssociation of National Advertisers, 
The Homestead, Hot Springs, Va. 

Sept. 20-22. Annual conference, 
National Industrial Advertisers As- 
ociation, Hotel New Yorker, New 


Sept. 27-29. Annual convention, 

. Mail Advertising Associa- 

tion, Roosevelt Hotel, New York. 

/ Oct. 1-4. Annual meeting, Mail 

} Advertising | Service Association, 
Hotel Astor, New York. 

Oct. 2-3. Annual Boston Confer- 


ence on Distribution, Hotel Statler, 
Boston. 


Oct. 


Sy 
s Virect 


19-20. Annual convention, 
Audit Bureau of Circulations, Hotel 
Stevens, Chicago. 


Three Name Bromberg 


_M. D. Bromberg & Associates, 
New York, has been appointed rep- 
resentative of El Pais Grafico, 
Havana; Mexico Al Dia, Mexico 

oo Hou En Trouw, Curacao, 


Cc + 


Talk to 
Salt Lake City 


residents oOV® . 


the station that 
has won their 
preference by 
its sparkling 
showmanship + + 


frigerating Company, Chicago, man- 
ufacturer of DoleCo vacuum cold 
plates and other refrigerating equip- 
ment. 


American Diesel to Frost 

American Diesel Engine Corpora- 
tion, Melrose, Mass., has named 
Harry M. Frost Company, Boston, 
as its agency. John D. O'Leary is 
account executive. 


Gets Metal Mouldings 


Gale & Pietsch, Chicago, has been 
named to handle the advertising of 
John Lees metal mouldings, divi- 
sion of Serrick Corporation, Mun- 
cie, Ind. 


Regional Chapters 


New York, May 23.— Regional 
officers of the American Association 
of Advertising Agencies for the en- 
suing year will include _ these 
names, in addition to those already 
listed in ADVERTISING AGE follow- 
ing the Four A’s convention. 

Chapter chairmen are: Cleveland: 
F. C. Foster, Foster & Davies, Inc. 
Detroit: C. W. Brooke, Brooke, 
Smith & French. Northern Cali- 
fornia: Alvin Long, Long Advertis- 
ing Service, San Jose. Oregon: 
Mac Wilkins, Mac Wilkins & Cole, 


Portland. Pittsburgh: Robert E. 


pany, Los Angeles. Washington: 
W. H. Horsley (re-elected), Izzard 
Company, Seattle. 


Federated Gets Two 


Federated Sales Service, Boston, 
has been named marketing counsel 
for Woodwrights, Boston, and the 
Pakay division of Nashua Gummed 
.— Paper Company, Nashua, 


Warden Appointed 


Sidney C. Warden, Chicago, has 
been appointed Western representa- 
tive of Dental Survey, Dental News 
and Dental 
Minneapolis. 


— = ee ed 


Tewsweek THE MAGAZINE 


ce ee te eri ee re - 


WATCH NEWSWEEK 


THERE IS SIGNIFICANCE IN NEWSWEER’S 68.6% READ- 
ERSHIP AMONG BUSINESS EXECUTIVES AND PROFES- 
SIONAL PEOPLE. These two groups offer advertisers a double 
barrelled effectiveness: Their own considerable purchasing is multi- 


plied many-fold by the buying of those they influence. 


Further, Newsweek’s thrifty rate makes its ace audience outstand- 
ing for economy. By all available data, a dollar spent in Newsweek 
(on a page basis) reaches more families with incomes of $3,000 or 


better, than can be reached through any other magazine. 


No wonder, then, that Newsweek tops the field with the greatest 


7. V. Connolly, General Manager, Hearst Newspapers, 


says: Newsweek is on my ‘must’ weekly reading list. I like 


your formula and I like your method of presentation.” 


OF NEWS 


ADVERTISING AGE 19 

e with ‘ Grove (re-elected), Ketchum, Mac- 
Coming ae a Stag inted Four A Ss Elects leod & Grove. Southern California: Issues Hotel Booklet : 
- B. | undy has been appointe . Terrell T. McCarty, McCarty Com- | 300 Publicity _Ideas for Hotels 
advertising manager of Dole Re- New Chairmen for and Restaurants,” a booklet, has 


been published by J. O. Dahl, ed- 
itorial director of Hotel Manage- 
ment and Restaurant Management, 
New York. 


Monte Joins Agency 

J. H. Monte, formerly with Caro- 
lina Motor Club, has joined Fort & 
Co., Charlotte, N. C., as copy chief 
and space buyer. Jean Dunham has 
been named production manager. 


Two for Sweeney 


John M. Sweeney Company, Bos- 
ton, has been appointed New Eng- 
land representative for the Daily 


Laboratory Review,| News, Naugatuck, Conn., and the 


News-Chronicle, Ipswich, Mass. 


ee ee ee 


percent gain of all magazines for the first four months of the year! 


SIGNIFICANCE 
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Death Taken 
William Allen, 
Farm Publisher 


Aberdeen, S. D., May 23.—Fun- 
eral services were held here today 
for William C. Allen, publisher of 
Dakota Farmer, in the presence of 
advertising men from all parts of 
the country. Mr. Allen, who was 
approaching his 70th birthday, died 
Sunday after a protracted illness. 

A native of Wisconsin, Mr. Allen 
migrated to Groton, in what was 
then Dakota territory, in 1881, the 
year which marked the founding of 
the paper he was one day to head. 
As a boy, he displayed a predilec- 
tion for journalism and worked for 
two Groton newspapers, the Leader 
and the Independent. Later he 
served the Review at Milbank, the 
Minneapolis Tribune and the Aber- 
deen Daily News. 

Mr. Allen cast his lot with the 
Dakota Farmer in 1902 and two 
years later became a_ substantial 
stockholder in the paper. In 1923, 
he and his two brothers, Walter J. 
and Harry H., acquired virtually all 
of the stock, the former becoming 
business manager and the latter ad- 
vertising director, while William C. 
Allen assumed the role of publisher 
and managing editor. 

An Energetic Traveler 


Mr. Allen typified the enterpris- 


ing methods which made the farm 
press an effective medium. He trav- 


PUBLISHER DIES 


i | 


William C. Allen 


eled widely, both among the men 
who read the paper and those who 
were responsible for the investment 
of large sums in advertising and be- 
came equally well known and pop- 
ular with both fraternities. He was 
solely responsible for “Stray Shots,” 
a column which contributed greatly 
to the prestige of his paper and of 
the field it represented. 

The publisher took an active part 


in the Audit Bureau of Circulations 


+ x tig i ate? pet ck 


early morning rates. 


Nothing could be finer than to SELL in Caro- 
lina in the morning. Over the Columbia 
Network's dominant 50,000-watt WBT. 


Every morning at 5:30 sharp, WBT sets off Grady 
Cole’s ALARM CLOCK — 105 minutes of farm facts, 


market prices, forecasts, advice and music. 


Farmers, their wives (and all the little farmers) like 
the show. They say so in 1500 letters a week! One 
typical batch had mail from 32 states and Canada! 


Recently the sponsor of a Tuesday and Saturday 
5 minute period held a contest. In two weeks 1426 
letters arrived! Each with proof of purchase. 


Some periods —in small, medium and large sizes — 
are available on WBT’s ALARM CLOCK. At low 


Owned and Operated by the Columbia Broadcasting System. 
Represented nationally by Rapio Sates: New York, Chicago. 


Detroit, St. Louis. Cincinnati, Los Angeles, San Francisco 


ADVERTISING AGE 


- the Agricultural Publishers As- 


sociation, which he helped to found. 
He represented the farm paper field 


'on the ABC board from 1928 to 
| 1933, and was president of the APA 


for two years. He was a director of 


|the organization at the time of his 


death. 

Mr. Allen’s popularity caused his 
friends to insist that he enter the 
political arena and in 1932 he 
sought and won the Republican 
nomination for governor. He was 
crushed, with the rest of his ticket, 
in the Democratic landslide. 

Besides two brothers, a widow 
and a daughter also survive. 


STURTEVANT DEAD 

Wausau, Wis., May 23.—John 
Loomis Sturtevant, 74, for 31 years 
publisher of the Wausau Daily Rec- 
ord-Herald, died at his home here 
last week. He is a past president of 
the Wisconsin Daily Newspaper 
League. 


Sill Joins Mayers 

Joseph Sill, Jr., has joined The 
Mayers Company, Los Angeles. He 
was formerly with Botsford, Con- 
stantine & Gardner, Leon Liv- 
ingston Advertising Agency and 
Howard E. Williams Agency, San 
Francisco. 


Fisk Renews with Greene 

Fisk Rubber Corporation, Chico- 
pee Falls, Mass., has renewed its 
contract with Arthur L. Greene, 
New York, to conduct its public re- 
lations activities. 


Nothing could be finer! 


Review 


Unique among current sales pro- 
motion efforts is the commercial 
film recently completed by Family 
Circle. Entitled “What Is This 
Power Over Women?” the picture is 
intended to serve the dual purpose 
of impressing both the chain store 
managers who distribute the maga- 
zine and present and potential ad- 
vertisers. The picture runs for a 
half-hour, and includes a variety of 
characters ranging from store man- 
agers to advertising executives. 
Executives of several research firms 
are also presented, discussing results 
of Family Circle surveys. Rush 
Hughes, Pacific Coast newscaster, is 
the commentator who _ interviews 
the characters. Wilding Picture 
Productions, Inc., made the film. 

x ay * 

Three familiar signs of summer— 
the crab, the lion and Virgo—are 
used effectively by Columbia Broad- 
casting system to dramatize the op- 
portunties afforded by summer 
radio listening. In addition to list- 
ing an imposing list of summertime 
radio advertisers, the brochure 
points out that the expectancy for 
summer radio listening this year is 
greater than the peak winters of 
1934, 1935 and 1936. 

a * ak 

From London comes an unusual 
promotional campaign sponsored by 
Courier magazine. It consists of a 
series of post cards, with one side 
devoted to an attention-compelling 
white on black pictorial rendition of 
a terse message. There is, for in- 
stance, a jockey taking a horse over 
a hurdle, bearing the _ notation: 
“Pardon the intrusion, but most of 
ithe really good advertisers back 
|Courier to win.” The same tech- 
|nique is pursued with a football 
scene, a traffic cop, a chorus girl, 
land other familiar figures. The 
series has been attracting wide- 
spread attention in Britain. 

oe a « 


Station WFIL, Philadelphia, uses 
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Mike” to tell an impressive sales 
story. “Jeepers Creepers,” he 
shouts at advertisers, “Open ‘em 
peepers.” Among the glad tidings 
he spreads are the facts that the 
station has increased its advertising 
roster 63 per cent in the past four 
months, with sales up 72 per cent 
for the first third of the year. 


Wright to Head 


Chicago Post 


Hal C. Wright, International Har- 
vester Company was nominated a; 
commander of Chicago Post 170 
American Legion, May 22. The an. 
nual meeting will be held June 1) 
and nomination is usually equiva- 
lent to election. Others on the 
slate presented by a committe 
headed by Gerald Wroe, This Week 
were as follows:: 

First vice-commander, Gordon 
Smith, Republic Coal & Coke Com. 
pany; second vice-commander, Te¢ 
Sullivan, Chicago Evening Ameri. 
can; third vice-commander, Elme 
E. Flagler, New York News; ad. 
jutant, Fred R. Cross, Stewart. 
Warner Corporation; treasurer 
John T. Balkam; assistant treasurer 
George Keim, New York Times 
Herbert H. Beck, Rodney E. Boon 
Organization, retiring commander 
automatically becomes board chair. 
man. Nominees for two-year term; 
as directors are A. G. Ensrud, J 
Walter Thompson Company; Frank 
Babcock, U. S. Gypsum Company 
A. H. Motley, Crowell Publishing 
Company; John A. Barron, Chicag 
Herald & Examiner; Eugene Zuber 
National Outdoor Advertising Bu. 
reau. 


Joins Agency Network 
Alfred F. Wilcox & Associates 
Catasauqua, Pa., has become 
member of the National Advertis- 
ing Agency Network. This bring 
the network membership to 24. 


New Post for Switzer 

H. B. Switzer, formerly with th 
Federal Food and Drug Admini: 
tration, has joined the staff of Goo 
Housekeeping Bureau, New York. 


Brown Elected to NNPA 


Walter A. Brown, of the Tribune 
Oakland, Calif., has been elected 
member of the National Newspape 
Promotion Association. 


its little cartoon character, “Modest 


KRNT is 


* And, of course, you 
can buy KRNT in 
the WNAX-lIlowa 


Network combina- 


KRNT. 


tion at an excep- 


tionally low rate. 


ln station delves He bistueo \V KANT 
owas Colombia audience Ye? Vi of course! 


lowa. Its primary area covers 54 of the 
state's 99 counties,—the largest single mar 
keting area in the state. 
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the only Basic Columbia Station in 


Columbia's fine programming, plus an & 
ceptional job of local programming, plus the 
merchandising backing of lowa's greatest 
Newspapers—the Des Moines Register and 
Tribune, with which the station is associated 
—add up to a large and loyal following for 


"Way above |,000,000 people rely on KRNT 
for their Columbia programs—for com 
petently produced day ‘round radio enter 
tainment and service. 


In lowa, it's KRNT, of course. 


DES MOINES + Basic CBS - 1320 KC 
5000 WATTS L.S. © 1000 waTrs niet 
Represented by THE KATZ AGENC! 


THE ONLY BASIC COLUMBIA NETWORK OUTLET IN {OWA 
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Australian Wool - 
Industry to Spend 
$750,000 Here 


Sydney Agency Man, 
Describes 


on Visit, 
Promotion Plans 


New York, May 23.—American 
newspapers and magazines will be 
recipients next year of a $250,- 
00 advertising 
ropriation to 
be spent here by 
the Australian 
Graziers’ Associ- 
ation, according 
to Frank Gold- 
berg, Australian 
advertising man 
now here on a 
visit. 
The figure is 
one-third of the 
total appropria- 
tion which the 
growers 
will spend in England and Australia 
} as well as in this country to extend 
} the market for their product. At 
present research is being conducted 
to find the best selling points to be 
used in the appeal. When this is 
determined, an American agency 
will be appointed to handle the 
drive in the United States. Several 
Australian agencies are bidding for 
the business at the point of origin. 
The promotion man from the 
Antipodes, who is governing direc- 
tor of Goldberg Advertising Pty. of 
Sydney, reported that advertising 
ivolume in his country has increased 
35 per cent compared with figures 
/ the last few months of 1938. 
This he attributed to a belief among 
business men that the international 
tuation has improved. However, 
im he pointed out that the huge arma- 
Hment expenditures of the British 
bgovernment has prevented govern- 
ment support of industry-wide ad- 
fvertising campaigns such as the 
wool drive. 


ae Al 


Frank Goldberg 


Wort y] 


«Ace 


Like American Technique 
Despite their distant removal 

the world’s advertising cen- 
ters, Mr. Goldberg observed, Aus- 
tralians are quick to adopt the latest 

erican exploitation techniques, 
whether in the matter of photo- 
es strips or type. Radio, too, 
e pointed out, is patterned after 


‘ 


our model. While government radio 
Stations exist as in England, and 
l] no commercials, there are 

“Class B” stations on which 


E:lso 
sponsored programs are permitted. 
hese are well used and outrank 
rhe Class A stations in the quality 
~! programs offered, he said. 

One department in which the men 


“down under” are ahead of 
according to Mr. Goldberg, is 
litical advertising. The Austra- 


have learned that a candidate 
be sold on the same basis as 


7 
1 
J 
Biar 
x 
Product merchandising. Instead of 


Lowest Cost 
per Listener 
., Both RED | 


eBlueNBCshows | 


the customary ballyhoo and mud- 
slingings, the “man of the people” 
is presented scientifically. 

A typical election campaign de- 
scribed by Mr. Goldberg made use 
of 200 newspapers and magazines, a 
score of radio stations and hundreds 
of 24-sheet posters. As a result of 
clever political advertising, the tra- 
ditional one-term system has been 
upset, and shrewd merchandisers 
are able to remain in office as long 
as they live up to promises made in 
advertising copy. 


Now Gregory & Bolton 
Gregory Advertising, Inc., Cleve- 
land, has been merged with Paul H. 
Bolton Agency, Youngstown, and 
has changed the name to Gregory 
& Bolton. Honor Gregory, presi- 
dent of the former agency continues 
as head of the new company, 
with Paul Bolton, vice-president in 
charge of the Youngstown office. 


Gulf Oil Purchases 
Pure Oil Properties 

Gulf Oil Corporation, Pitts- 
burgh, has completed negotiations 
for the purchase of 135 Pure Oil 
properties in New York and New 
Jersey. 

Gulf will buy outright 35 Pure 
Oil-owned properties and will lease 


additional outlets now operated by 
Pure Oil dealers. 


Thuemmel with Simon 


Grant F. Thuemmel, formerly 
with Joseph R. Gerber Company, 
has been named account executive 
and production manager of John D. 
Simon Company, Portland, Ore. 


Waterbury Elected V. P. 


Donald N. Waterbury, production 
manager and art director of A. W. 
Lewin Company, Newark, N. J., has 
been elected vice-president of the 
agency. 


Art Directors Re-elect 


Dee Carlton Brown 


Dee Carlton Brown, vice-presi- 
dent of Geare-Marston, has been re- 
elected president of the Art Direc- 
tors Club of Philadelphia. 

Norman Vickory, Donovan & 
Armstrong, has been named vice- 
president; Barry E. Thompson, Al 
Paul Lefton Company, secretary, 
and J. B. Mackenzie, Fox & Mac- 
kenzie, treasurer. 


Kaufman in Baltimore 
Henry J. Kaufman Advertising 


Agency, Washington, D. C., has 
opened a Baltimore office in the 


Court Square bldg., under the di- 
rection of Marx S. Kaufman. 


Foster Joins Reese 


C. Dudley Foster, formerly pro- 
motion director of Halle Bros. Com- 
pany, has joined T. M. Reese Ad- 
vertising Company, Cleveland. 


Warren Starts Agency 

Norman Warren, formerly in the 
copy department of McCann-Erick- 
son, New York, has established a 
new agency under his own name at 
342 Madison avenue, New York. He 
was previously with Columbia 
Broadcasting System, Geyer, Cor- 
nell & Newell, and Pedlar & Ryan. 


Form Meek & Thomas 


Meek & Thomas, Youngstown, O., 
agency has been organized to suc- 
ceed Thomas & Woodburn. Ira A. 
Thomas is president and Park 
Meek, vice-president and treasurer. 
Offices are in the Mahoning Bank 
bldg. 


McCullough Advanced 


John H. McCullough has been 
named manager of the commercial 
division of Doremus & Co., Boston. 
He has been with the agency for 


ten years. 
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peace nor war” i 
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crisis, for the five 
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no immediate or n 


THe TWO DEPRESSING influences of the 
moment—the coal strike and the war 
crisis—continued to affect the showing 
of business this week. The index of gen- 
eral activity, at 93.2, was down a trifle 
from the week before, and at a level at 
which it had lost 40% of the gains made 
in the last half of 1938. Any recovery at 
all obviously required a settlement of 
the coal dispute. Any recovery to the 
year-end peak (105 on the index) will 
require at least some degree of smooth- 
ing over in the European situation 


Coal Situation Temporary 


r-tuture termination 


and gradu 


relations moves. 


velt’s note to the dictators is non-exist- 
ent—certainly in the mind of the Presi- 
dent himself. The note was sent for its 
propaganda value. But hope for some 
formula which will lift the war clouds 
for the time being should not be given up. 
It is difficult to conceive of any crisis 
continuing month after month at the 
present intensity. Or, finally, if it does 
so continue, it may well prove that 
American finance and business will 
come deadened to the re 


week made one of 
e most astute of recent public 


tinued leveliz 


THE BUSINESS OUTLOOK 


Aside from war crisis and the coal strike, business this week 
watched auto, textile, and steel situations. Expect reduced 
activity in next few weeks. But guick rebound is possible. 


enough, and enough of the unhealthy 
aspects of the 1937 situation (although, 
of course, by no means all) have been 
purged from the economy since then, for 
one to put aside the idea of a tailspin. 


Autos, Textiles, Steel 


The immediate outlook, measured in 
weeks rather than months, is for a con- 


off in activity. This, of 
no immediate solution 
d and at the same time 


h reference to the coal 


For four days, 


sion being bound to 
ise in the indexes of 
is that the excessive 


wcago to Mem- 


' o New Orleans to Paducah to 
Chicago. The directors had a first 
class opportunity to inspect the line, 
and, at each stop, businessmen and 
I.C.R.R. customers had an oppor- 
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du Pont Sales Chief 


Recalls Cellophane 
Marketing Task 


Other Case Histories 
Outlined to Marketing 
Conference 


Chicago, May 23.—The case his- 
tories of three companies in widely 
divergent fields who have success- 
fully used market research to 
develop new or to improve old 
techniques were outlined to the 
American Marketing Association at 
its conference here last week. 

These case histories included “‘Re- 
search in Marketing Cellophane,” 
by Oliver F. Benz, director of sales, 
E. I. du Pont de Nemours & Co.; 
“Research and Promotion of the 
Studebaker Champion,” by C. S. 
Fletcher, Studebaker sales manager, 
and “Marketing for Profits,” by 
John S. Jones, director of sales re- 
search of the Ralston Purina Com- 
pany. 

Other sessions of the conference 
which closed last Saturday were 
reported last week in ADVERTISING 
AGE. 

Mr. Benz classified du Pont both 
as a “fairly sizable” organization 
and as one which had been built on 
research. The latter quality, he 
said, has obviously created a favor- 
able attitude toward expenditure of 
both time and money in its varie- 
gated research program. 

Studied Many Industries 

Cellophane made its first bid for 
fame in this country 15 years ago, 
although at that time 90 per cent of 
it was used by the confectionery 
industry. Du Pont’s big task during 
this 15-year period has been to ex- 
pand usage of the product in an 
ever increasing list of industries. 

“We soon found out,” Mr. Benz 


It takes “’ 
per inquiry’ to produce profits. Will WHK-WCLE deliver these? 


A nationally-known oil corporation offered as a test, a 
compass ring for children. To get it, five gallons of gasoline had 
to be purchased. The receipt plus a dime had to be sent in. 
13,000 rings were mailed out 


Inside of 3 weeks, 
advertising manager, this message 
all time records in the Cleveland area.”’ 


A national advertiser offered a health magazine with a product 
sample requiring the sending in of money—from dimes to dollar 


pulling power” 


“We have enjoyed new, 


RANDOM SHOTS AT MARKETING CONCLAVE 


—— 


Business met government at the marketing convention in Chicago. 
research division of the Bureau of Foreign and Domestic Commerce; 


Chicago office; J. F. Thomas, Sears, Roebuck & Co.; 


Aluminum Products Company. 


‘Information Please’ 


show he wrote. 


Left to right: Wilford L. White, chief of the marketing 
F. Preston Forbes, commercial agent of the Bureau's 
S. F. Townsend, Business Research Corporation, and Mark Bodell, Club 
There's an author as well as marketing expert in the center group. 
(right), of Armour & Co., who is giving a preview of the ° 


He's S. Teitelman 
C. H. Sundberg (left), 


Branham Company; Lioyd Herrold, professor of advertising at Northwestern University, and pipe smoker W. B. Ricketts, 


of Booz, Fry, Allen & Hamilton. 


advertising manager of the Commonwealth Edison Company, 


said, “that we would have to know 
a lot about industry if we wanted 
to find out what products could 
make use of cellophane. 

“We had to study the products 
of many industries; find out who 
bought them and why. We talked 
to the wholesaler, the retailer and 
the consumer. We visualized our 
project in terms of our customers’ 
problems, on an industry basis.” 

Du Pont established and main- 
tained its own force to conduct this 
research, Mr. Benz said, principally 
because it wanted to educate these 
men to the product and to enable 
them to see other industries’ prob- 
lems from a new perspective. 

Adaptation of cellophane to the 
many uses it now enjoys has come 
about not because the manufacturer 
was sold something new, but be- 
cause he was shown just how cello- 
phane might help him to solve his 
own problems in an effective fash- 
ion, Mr. Benz emphasized. Illus- 
trating this point was the du Pont 
film which followed his remarks. 

This film, designed by the com- 
pany to sell the use of cellophane 
to bakers doing a “house to house” 


From the 


to make radio programs pay out. 


Edgar Kobak (left), vice-president of Lord & Thomas, chats with Robert Plowe (center), 
and Leo hecesenenis Lord & Thomas. 


business, sil the research 
conducted by du Pont workers in 
establishing the vital factors for 
sales promotion in this field and the 
use of cellophane in meeting these 
factors. 

Most timely of all the case his- 
tories was that given by Mr. 
Fletcher on Studebaker’s $4,000,000 
project in launching its new Cham- 


pion. The $4,000,000, he said, cov- 
ered both engineering and mer- 
chandising research. That it is 


beginning to pay out is evidenced 
by the company’s profit showing for 
the first quarter of the year and by 
the sale of some 20,000 Champions 
to date. 


Surveyed Entire Field 


Studebaker started from scratch 
in creating the new car, Mr. 
Fletcher emphasized; first in its at- 
tempt to find out what purchasers 
in the “low price” field wanted most 
in a car, and secondly, in letting its 
engineers start with a “sheet of 
white paper,” rather than with any 
preconceived idea as to what the 
car was supposed to be. 

In preliminary surveys the com- 


It takes “‘low cost 


bills. This produced 3,000 quick inquiries —and ca grateful note 
from the agency in charge: " 
lowest cost per inquiry of any station of the 12 we are now using.” 

Another national advertiser made a test offer by four an- 
nouncements only. A dime and a box top were required. 
17,000 replies were,teceived. The agency wrote: 
on your station exceeded two other major markets and we 
are very much pleased.” 


Your station is now producing the 


“Our offer 


When you buy WHK-WCLE for your radio program, you are harnessing top 
potential pulling power to your sales message. Result: PAY i. 


UNITED VAG by 


Alse Operating WHKC — Columbus, Ohio 


laser 


COMPANY 


pany found that of the 25,000,000 
cars in the United States, 88 per 
cent are owned by families whose 
weekly income is less than $60. A 
total of 8,500,000 cars, or 34 per cent, 
are owned by those in the $20 per 
week or less income group, while 
5,375,000, or 21 per cent, are owned 
by those whose weekly income 
range from $21 to $30. 

Economy of operation was the 
major demand expressed in the 
market Studebaker sought to reach. 
Accompanying this demand, how- 


ever, was one of almost equal 
strength for a car that would be 
equipped with major engineering 
refinements. 


Mr. Fletcher accompanied his ad- 
dress with a sound film used by 
the company to outline the proc- 
esses followed in creating the new 
car. The film is one of the most 
elaborate to be produced in the 
automotive field. Its cost is reported 
at $35,000. 

The Studebaker chief also dis- 
played samples of the tremendous 
amount of specially prepared sales 
promotion material, produced in a 
six-month period, to help merchan- 
dise the car. This includes sales 
manuals, manuals on used car prob- 
lems, catalogs and a variety of cir- 
culars. Much of this material was 
used prior to the start of the con- 
sumer campaign in April. This 
campaign, reported previously as a 
$1,500,000 effort, came as the climax 
to a series of dealer conferences 
held by Studebaker stimulating 
dealer action in the new Champion. 


Boosted Sales; Cut Cost 


Revised sales control principles 
which helped Ralston Purina to 
effect a drastic increase in sales per 
man plus a reduction in advertising 
and sales cost were outlined to the 
marketers by Mr. Jones. 

The extent of the problems faced 
by Mr. Jones several years ago 
when he sought to more closely 
align sales expense with profit is 
indicated in the variety of products 
manufactured by Ralston Purina. 
They include a complete line of 
feeds for live stock and poultry, 
cereals and a number of sanitation 
products. Individual sales forces 
are required for these groups. 

Initial research had as its objec- 
tive such findings as the average 
performance that might be expected 
of salesmen; best training methods: 


| methods for control of salesmen and 


improvements in sales techniques. 
Cost standards were also the ob- 
ject of much study, as well as those 
on territory allocations. As result 
of this intensive study, the company 
has been able to substantially revise 
and improve its selling program 
Studies of advertising expense also 


brought forth recommendations that 
have helped to reduce costs without 
impairment to actual promotion. 

A more detailed report of the 
Ralston Purina research appeared 
in ADVERTISING AGE July 4, 1938. 

Incidentally, the work performed 
under Mr. Jones’ direction in this 
research won him national honors 
when he was presented with the 
Howard G. Ford plaque for the 
scientific approach to the sales prob. 
lems facing his company. 


‘Wine Coolers’ 
First Motif of 
$2,000,000 Drive 


San Francisco, Calif., May 25— 
California’s $2,000,000 “Wine for 
America” advertising campaign wa; 
launched this week with newspa- 
per copy featuring “wine coolers,’ 
—wine, fruit juices and _ seltzer 
combinations for summer consump- 
tion. 

The schedule, which carrie; 
through August, is all in 500 line 
size and is confined to New York, 
Brooklyn, Newark and leading Cal- 
ifornia cities. 

The magazine campaign, built on 
a testimonial theme around promni- 
nent hostesses, will start in nationa] 
weeklies in July. 

J. Walter Thompson Company is 


date 


the agency. 


Heads Newark Club 
for Third Year 


Herbert S. Waters, sales manage 
of Kresge Department Store, ha: 
been elected president of the Ad- 
vertising Club of Newark, N. J., fo 
the third successive year. 

Other officers are Patrick M 
Feeney, Newark Evening New: 
first vice-president; Douglas § 
Colyer, Colyer Printing Compan; 
second vice-president; Emanuel 
London, United Service Advertising 
Company, treasurer, and J. Doug- 
las Gessford, J. Douglas Gessfo: 
Agency, secretary. 


a le! 
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Vladimir Forms Agency 

Irwin A. Vladimir, account e%- 
ecutive and chief of the foreign di- 
vision of Maxon, New York, for th: 
past six years, will form an adver 
tising agency under the name Irwi 
Viadimir & Co., in June. Frank 8 
Amos, with Maxon for five years, 
will join as vice-president. The new 
agency will be located at 570 Le:- 
ington avenue, New York. 


Monks to Magazine 


George J. Monks, formerly on th 
merchandising staff of the New 
York Journal and American, has 
joined Nation’s Business as a mem- 
ber of the New York advertising 
staff. 


Manning Joins Rosette 


Francis X. Manning, former!) 
with Metropolitan Advertising Com- 
pany, New York, has joined Rosette 
& Hartwig, New York, as account 
executive. 


Fetherston to Compton 


Ben C. Fetherston, formerly wit) 
Life Office Management Associa- 
tion, New York, has joined the 
media department of Compton Ad- 
vertising, New York. 


PORTS AN INCREASE OF 157%, 


FISHING FOR MORE BUSINESS.” IF 


DEALERS SEND TODAY FOR FULL DETAILS TO: 


THE CONTEST DEPARTMENT 
THE DARTNELL CORPORATION 


ANEW DARTNELL SUMMER SALES CAMPAIGN 
TO HELP YOU INCREASE SALES THIS SUMMER 


BOB WHITE. SALES MANAGER FOR ECKERSON FRUIT CANNERS. INC.. RE- 
OVER LAST YEAR'S SUMMER SALES THROUGH 
USING THE 1938 DARTNELL SUMMER SALES CAMPAIGN. DARTNELL HAS DE- 
VELOPED A BRAND NEW SUMMER DRIVE FOR 1939. 


THEME: “LET'S GO 
YOU SELL THROUGH SALESMEN OF 


4660 RAVENSWOOD AVE. 
CHICAGO, ILLINOIS 


—— 
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THE MARKET DATA BOOK 
AT WORK . i tninver 2 of 0 series 


We have asked a cross-section of recipients of the 1939 edition of the Market Data 
Book Issue of Industrial Marketing for specific examples of their use of the book. 
Presented here is the second batch of excerpts from their replies (original letters 
are in our files). In every case, these comments show the Market Data Book 
actually at work. General comments and aimless back-patting are omitted. 


Case No. 8. Missouri 
manufacturer: 


“Tn our case it has been used almost 
exclusively and very recently for data 
on various media. When we submit a 
suggested advertising program to our 
management the plan is very complete 
and comprehensive data on every 
medium suggested is furnished. Such 
information is available in the Market 
Data Book, particularly in the case 
where publisher runs an advertisement 
outlining the qualifications of — his 
medium.” 


Case No. 9. Indiana 
agency: 


“Two instances where I have used 
the book in the last week: to learn the 
sales volume and average selling price 
of electric refrigerators in the last 
eighteen years; to get a quick survey 
of the market for cooking ranges.” 


Case No. 10. Illinois 
manufacturer: 


“The contents, format and arrange- 
ment we believe are the best possible. 
Not only is all information given but 
it is given to the reader so that it is 
readily acceptable. We are glad to tell 
vou we used this information to good 
awdvantage when we were seeking in- 
formation as to the market possibilities 
of the textile field. We found a great 
many answers to the questions that 
were puzzling us and it was through 
this information that we felt positive 
the textile field offered us a good 
market.” 


Case No. 11. Ohio 


manufacturer: 


“IT refer to the Market Data Book 
constantly, both for market informa- 
tion and for specific information re- 
garding the circulation and rates of 
individual publications. I would say 
that I refer to this book at least once 
each week, and that I always use it for 
making preliminary comparisons be- 
tween publications in specific — fields 
when making recommendations — for 
new advertising appropriations.” 


Case No. 12. New 
York agency: 


“We use the Data Book mainly as a 
reference book when looking for in- 
formation on a specific industry or in 
trying to decide on different media 
within a given industry. At least once 
au month we turn to this book to look 
up some fact along the line of some 
particular industry. We have specific- 
ally been helped by the sections on 
Hardware, Paint, Plastics and Petro- 
leum.” 


Case No. 13. 
Canadian manu- 
facturer: 


“It has been of assistance to us on 
more than one occasion when we were 
endeavoring to find a publication which 
might help us to cover an out of the 
ordinary industrial list. A case in point 
occurred a few days ago when we were 
endeavoring to find a medium which 
would carry our advertisement to local 


coal yards. ‘Through the Data Book, 
we discovered one magazine hitherto 
unknown to us which apparently is the 
only one in the field. It does not cover 
the whole market, as its reader interest 
is concentrated in the West. It will 
however enable us to reach that section 
of the industry.” 


Case No. 14. Mary- 
land manufacturer: 


“We have made very extensive use 
of your present Market Data Book in 
setting up advertising schedules. For 
instance, we used your Market Data 
Book to investigate the aircraft media 
and a selection also based upon figures 
taken from it. We also used it as a 
basis for scheduling advertising to air 
conditioning fields and found the brief 
outline of the market ahead of the 
media very helpful. I should say that 
those papers which break down their 
market according to dealer, contractor, 
engineer, architect, ete., are very much 
more helpful than those listed which 
do not have a detailed break-down.” 


Case No. 15. Pennsyl- 
vania manufacturer: 


“We have found the Market Data 
Book very valuable and have used it 
consistently in preparing our advertis- 
ing plans from year to year. When- 
ever we consider a new field, we always 
read the data in the Market Data Book 
as this gives us a good line-up on what 
we may expect from the field.” 


The Market Data Book, as these comments and others to follow show, 
fills a remarkable place in the marketing and space buying plans of all 
kinds of companies and all kinds of agencies throughout the country. It 
is the one place in which market and media information are presented 
side by side, giving the user acomplete picture. Plan now to be adequately 
represented in the next issue, to be placed in users’ hands October 25. 
Industrial Marketing, 100 E. Ohio St., Chicago, 330 W. 42nd St., New York. 
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Lung Power Was 
Major Medium in 


Early New York 


Old-time Merchants 
Flourished Sans Bless- 


ings of the FTC 


New York, May 24.—That early 
American promotion methods made 
up in colorfulness and variety what 
they lacked in science, is indicated 
by evidence recently unearthed by 
the Federal Writers Project here 
wie digging up material for its 
New York City guide, which will be 
published soon. 

The pioneers who were shrewd 
enough to buy Manhattan for $24, 
the WPA’ers found, were sufficiently 
intelligent to exploit the enterprises 
they established thereon. Although 
not equipped with rotary presses or 
neon spectaculars, the colonial mer- 
chants made their wares known via 
the lung power of street criers and 
“trademarks” hung before their 
shops. A hardware dealer hung up 
a golden saw, a carriage maker a 
wheel, and tailors indicated their 
calling with a hand and shears. 

Copy Got Verse and Verse 

Vocal advertising of the day was 
distinguished chiefly by its robust- 
ness and dubious literary qualities. 
The clam peddler’s copy consisted 
of two lines, monotonously repeated: 
“Clams! My clams I want to sell 

today 
The best of clams from Rockaway!” 

The corn vendor, on the other 
hand, was a splurger. He used a 
dozen lines of verse. 

As early as 1816, the animated 
display seems to have had a place 
in American promotion. Stores 
dispensing mead and beer exhibited 


a bottle from which a stream of 
liquid poured into a tumbler. To 
sell soda pop, signs were created 


which showed two men extending 


* 


bottles of the soft drink toward 
each other. 


small 


Though playing to comparatively 
audiences, early advertisers 
tried to outdo each other in putting 
on a good show. The butchers were 
particularly enterprising, parad- 
ing their wares’ through the 
streets behind a brass band, while 
the good citizens of the city leaned 
from their windows, made their se- 
lection “on the hoof,’ and put in 
their orders. 

Modern window display experts 
had nothing on the promotion 
minded clothing merchant who 
placed a live bear in his shop win- 
dow, and to give a realistic setting 
to the center attraction, constructed 
a winter background of salt around 
him. The bear, however, licked up 
the salt and nearly ruined the stock 
on display. 

Newspaper advertising made its 
bow in little old New York before 
1725. In that era space was lim- 
ited largely to one or two inches 
by two columns. The first half page 
advertisement appeared in 1743 in 
John Peter Zenger’s New York 
Journal, announcing a musical ma- 
chine on which tiny puppets rang 
bells while a barber emerged from 
a compartment and shaved them. 
Zenger charged three shillings for 
the first week’s insertion and a 
shilling a week thereafter. 

One of the other far-seeing ad- 
vertisers of the day was Gerardus 
Duykinck, owner of a_ general 
store, who used ornamental bor- 
ders and display type on ads that 


ran five and six inches. 
Before 1800 it was considered 
good practice to utilize the white 


space to the utmost, filling it with 
the names of the merchandise car- 
ried, with colorful adjectives freely 
interspersed. S. P. Skinner, whose 
place of business was close to King’s 
College, seems to have anticipated 
some of the modern spirit in the 
following tidbit: 

“Makes the best Rum—he makes 
it of a wholesome, clean flavouring, 
quite free from offensive, deadly 


stinking Hogoo, and of substantial 
natural proof, and sells either for 
cash, or the usual credit, or for mo- 
lasses.” 


* 


KGW sells smart apparel 
for Charles F. Berg, inc. 


@ As the seasons come and go, Charles F. Berg, Inc., popular 
women's store in Portland uses KGW to build sales volume. 
Speaking of results, Forrest Berg, President, Says: 


“KGW in the Portland market has been a decided factor 
in helping me merchandise my women’s apparel depart- 
ments, as well as sell Charles F. Berg, Inc., to the style- 


conscious women of Portland. 


“The Chumley instrumental and vocal trio, plus trans- 
scribed customer interviews taken directly in the various de- 
partments, has proved a success from my first broadcast.” 

FORREST BERG, President 
Charles F. Berg, Inc. 


620 KC 
5000 WATTS DAYS 
1000 WATTS NIGHTS 


NBC RED 


RADIO STATIONS OF THE 


OREGONIAN 


PORTLAND + OREGON 


1180 KC 
5000 WATTS 
CONTINUOUS 


NBC BLUE 


Representatives 


EDWARD PETRY & CO., INC. 
New York, Chicago, Detroit, St. Louis, San Francisco, Los Angeles 


’ 
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_ Getting Personal | 


Dan Halpin, v. p. in charge of sales and advertising, Dictograph 
Products Company, is new president of the Notre Dame Club of 
N. Y. Dan was business manager for Knute Rockne’s “fighting Irish” 
eleven which included the immortal four horsemen. 

Charles Dallas Reach, president, Howard E. Sands, executive 
v. p., E. C. Stover, Jr., v. p., and all the rest of the boys and girls at 
the Reach agency in Newark, 
held a party Friday to celebrate 
the agency’s tenth birthday... 

W. E. Smith, s. p. m., Post- 
age Meter Company, is chairman 
of the community chest pub- 
licity committee up Stamford 
way... G. H. Boehmer, g. s. m., 
Celluloid Corporation, saw 
daughter Joan Dorothea off on 
her honeymoon last week. . . 

Madeleine Irene Oviatt, pub- 
licity director of Campbell-Lam- 
pee agency, married Joseph Bo- 
land of the WMCA staff. They 
are on a six-week honeymoon to 
France, England, and Scandina- 
vian countries. . . B. W. Norris, 
v. p., L. M. Clark, Inc., has an- 
nounced his engagement to Ruth 
R. King, a short story writer... 

W. E. Bohlen, s. p. m., Sin- 
clair Refining Company, is recu- 
perating from a long siege of ill- 
ness in a milder climate. . . Ray 
A. Whidden, president of Bauer 
& Black, was one of three lead- 
ers of drugdom who broadcast 
over a CBS hookup to open First 
Aid Week... 

First woman to head N. Y. 
Business Paper editors is Crete 
Dahl, of Haire Publishing Com- 
pany. .. Robert J. Clarkson, who 
sells transcriptions for Station 
WOR, joined the ranks of the ~~ ; ~ ~ 
lecturers for a talk before an advertising class at NYU... 

“Magic Day” at the N. Y. Ad Club uncovered a number of 
admen-magicians, several of whom took down their hair and showed 
how some of their tricks are performed. Included were Walter B. 
Bower, a. m., Nestle’s Milk Products, Leonard Dreyfus, president, 
United Advertising Corporation, Roger Barkann, Cue salesman, and 
Ernest Davids, account executive of Wesley Associates. . . 

R. B. White, president of Western Union Telegraph Company, 
has a summer home out in Jersey. On Mother’s Day, an operator 
called from the nearest railroad station saying she had a telegram 
for a neighbor, and could Mr. White help deliver the message? The 
executive drove several miles to deliver the message, receiving a 
dime tip for his trouble. . . 

Jack Williams, Newell-Emmett copywriter, reveals that his sched- 
uled June wedding was advanced and that he has been a husband 
since March. What’s more, he says married life is swell. E. C. 
Sommerlad, chairman of Northern Newspaper Ltd., of Australia, 
spoke before the Export Managers Club... 

A. C. Monagle, v. p., Standard Brands, got off to a good start 
as new Sales Executives Club prexy. Announcing a June 8 appear- 
ance of Gene Tunney, the ex-pugilist who now chairmans American 
Distilling Company, Monagle cracked that the program should be a 
“knockout.” .. . 


SCORE: 77 


Richard N. Gulick, Chas. Dallas Reach 
Company, flashes the form that helped 
him score a 77 to take the guests’ low 
gross prize at Newark Ad Club's golf 
tournament recently. 


THE STORY SOUNDS INTERESTING ~ 


At the recent official opening of the Wondersign spectacular in New York: 

Harry Latz (right), president of the sign company, gives the details to A. C. 

Ebbesen, advertising manager, Wm, Jamison & Co. Mrs. Latz and daughter 
look on. 


The stranger introduced as “President Roosevelt” at the May 19 
luncheon of the American Marketing Association of Chicago turned 
out to be George Kowalski, of General Outdoor. He is the brother 
of Joe Kowalski, Chicago manager for the John Budd Company, news- 
paper representative . Bert Crane, of Simplicity Magazine, claims 
the honor of introducing the first straw hat of 1939 to Michigan 
boulevard. 

Shaun Patrick O’Connor, managing director of S. P. O'Connor & 
Co., Ltd., London, and Mrs. Marjorie Bateman, director of the agency, 
will sail from England June 2 to attend the Advertising Federation 
of America convention in New York. They will spend two 
in this country. 

Morris Horowitz, production manager of H. M. Dittman Agency, 
Philadetphia, won first prize of $100 in the recent Philadelphia Public 
Ledger limerick contest. Questioned, he admitted he has been filling 
in “last lines” to limericks for 12 years 

J. P. Knapp, chairman of Crowell Publishing Company, was feted 
May 23 at Billy the Oysterman’s by about 75 executives of the various 
companies Mr. Knapp controls The 75th birth- 


weeks 


occasion was his 


day 


Agency Em ployes 
to Cast Votes 
on Discharges 


San Francisco, May 23.—The 
Sidney Garfinkel Advertising 
Agency here today announced es- 
tablishment of a_ three-year-term 
bonus plan for its employes which 
includes a proviso that no employe 
may be hired or fired without a 
majority vote of the company per- 
sonnel. 

The savings plan is similar in 
part to that followed by many man- 
ufacturing companies. Employe 
will pay 10 per cent of their salary 
into a special emploves’ fund, kept 
separate from the agency bank ac- 
count. These payments will b: 
matched by the agency for a three- 
year period. Three years after thx 
first payment, monthly dividend 
will accrue to employes on a sched- 
ule double the employe contribu- 
tions. 

Employes leaving the agency be- 
fore the end of the three-year pay- 
ment will receive the full amount 
of their payments and probably a 
pro-rata share of the agency’s con- 
tributions. 

The hiring and firing clause in 
the plan is this: “No member of the 
agency may be discharged except 
by a majority vote of the person- 
nel. Likewise, when new additions 
are made, a majority vote is also 
necessary. In such cases, the head 
of the agency votes just as 


any 
other employe.” 


Offers Stimulus for 
Building Linage 

In cooperation with leading build- 
ing industry associations, Vincent 
Tuching and Associates, Washing- 
ton, D. C., has started publication of 
a fortnightly “Building News Clip 
Sheet,” which is being distributed 
to every daily newspaper in the 
United States and to a selected list 
of weeklies. 

Mr. Tuching, formerly editorial 
director of the Federal Housing Ad- 
ministration’s publicity division, re- 
cently organized his public relations 
service with headquarters in the 
Union Trust bldg. Among his cli- 
ents are the National Retail Lum- 


ber Association, National Small 
Homes Demonstration, Inc., Na- 
tional Coal Association, and Na- 


tional Association of Retail Plumb- 
ers. 


Court Upholds Modern 
Magazines in Suit 

A decree in favor of Modern 
Magazines, New York, was entered 
in New York Supreme Court, May 
18, ordering Ultem Publications, 
Inc., to abandon the use of the name 
“Modern” in connection with its 
Modern Movies magazine. 

The court held that Ultem’s use of 
“Modern” caused confusion in the 
minds of consumers who _ sought 
copies of Modern Screen and Mod- 
ern Romances. 


Walker Joins Lempco 

J. D. Walker, formerly with 
Roger Williams Company, has been 
named advertising manager ol 
Lempco Products, Inc., Cleveland. 


PHILA. 
1000 WATTS 


WM. PENN BROADCASTING CO 
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Agency Support 
Called Vital fo 
Film Advertising 


New York, May 25.—-Advertisers 
re showing renewed interest in 
ommercial films as an advertising 
medium with agencies also growing 
more inclined to consider the pos- 
<jbilities of movie promotion, ac- 
ording to a survey of the industry 
presented by Business Week. 

The article, number 17 of a series 
of special reports to executives, 
traces the beginning of the com- 

ercial film industry back to 1894, 
pointing out that despite their 45- 
year background films have never 
sained general consumer acceptance 
and there are now probably less 
than 200 consistent business users 

jong with perhaps another 300 or 
100 who use slide films. 

The reason advanced by the study 
is that “understanding of the me- 
dium got off on the wrong foot, and 
people still classify it im- 
properly. That is, films are re- 
garded at the foot of novelty ad- 
vertising — below souvenir pencils 
end paperweights—instead of at the 
top of communications where they 
be long.” 


most 


Agencies Not Sold 


Much of the blame for this lack 
f progress is attributed to the pro- 
ducing companies themselves, but 
he major reason cited is that agen- 


have not been sold the film 
medium. 
Agency participation has been 


held back, the survey points out, by 
touchy question of the respec- 
e functions of agency and pro- 
Some agency men are said 
to feel that agencies will eventually 
run the whole show from scripts 

final showings as in radio today, 
but most producers and perhaps 
the majority of agency men believe 
that the cinema medium is too com- 
plicated to permit complete agency 

andling. 

The current status of agency par- 
cipation is summarized as follows: 
An informal survey of leading 

ncies now shows that as yet only 
uut half a dozen of the very larg- 
gencies have established film 
tments worthy of the name, 
ugh perhaps 25 other agencies 

e delegated to a single account 
xecutive the job of handling what- 
ver films may pass through the 
gency and sometimes dignified this 
function with a departmental title. 
the rest of the agencies, films are 


aucer. 


ndled_ strictly on a_écatch-as- 
tch-can basis.” 
Three basic types of films are 


fied by the 
tht advertising pictures, insti- 
tutional films, and training movies. 
The first is usually a “minute 
movie” limited to from 90 to 120 
to be shown in regular the- 


{ , 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


magazine as | 


of sound films range from | 


a few hundred dollars to $250,000. 
Producers generally quote a figure 
of from $5,000 to $15,000 for a 10- 
minute reel. Minute movies and 
slide pictures cost less. The use of 
color, of course, increases costs. 

The Business Week report also 
lists names and addresses of pro- 
ducing companies, and discusses the 
distribution problem. 


To Introduce New 
Musical Auto Horns 


Sparks - Withington Company, 
Jackson, Mich., will use space in 
Life and The New Yorker in June 
to introduce two new Sparton mus- 
ical automobile horns. 

Business papers will also be used. 


Gets Ready-Power 


The Ready-Power Company, De- 
troit, has appointed Creative 
Agency Associates, Detroit, to 
handle its advertising account. 


Earnings of 
Advertisers 


Eastern Air Lines 

For the quarter ended March 31, 
net profit amounted to $233,125, 
compared with $98,822 for the same 
quarter a year ago. This is a gain 
of 136 per cent. 


Socony-Vacuum Oil 
Report for the year ended Dec. 
31, 1938, shows net profit of $40,- 
106,917. 
Transcontinental & Westem Air 
Net loss for three months ended 
March 31 was $364,844, compared 
with net loss of $478,106 for the 
corresponding period in 1938. 
A. G. Spalding & Bros. 


Report for the quarter ended 


April 30 shows net profit of $206,- 


263, against net loss of $128,648 for 
the corresponding quarter last year. 
Net sales totaled $3,289,898, com- 
pared with $3,387,400 for the April 
quarter of 1938. 

Servel, Inc. 

Net income was $836,226 for the 
quarter ended April 30, compared 
with $603,184 for the same period 
in 1938. This is a gain of 38.6 per 
cent. 


Sterling Products 

For the quarter ended March 31, 
net profit amounted to $2,927,884, 
compared with $2,635,126 for the 
corresponding period in 1938. 
Dixie-Vortex 

Report for the year ended March 


31 shows net profit of $719,548, 
compared with $899,154 for the 
previous year. 

American Airlines 

Consolidated net profit totaled 
$23,801 for three months ended 


March 31 compared with consoli- 
dated net loss of $232,008 for the 
same quarter in 1938. 


Dodge with Furgason 
Howard M. Dodge, formerly in 
the advertising department of Cur- 
tis Publishing Company, has joined 
the Chicago office of Gene Furga- 
son & Co., radio representative. 


WNEF Names Blair 


Station WNBF, Binghamton, N. 
Y., CBS affiliate, has appointed 
John Blair & Co. as national rep- 
resentative. 


Gets Pecan Account 


The Texas Pecan Industry has 
appointed Leche & Leche, Dallas, to 
handle a national campaign in fall. 


Joins O’Callaghan 

Raymond Powell has _ joined 
O’Callaghan Advertising Agency, 
Memphis, in an executive capacity. 
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OO CALLS WERE MADE IN T 


13 MARKETS. “THESEFACTS WERE REVEALED: in che 13 marker 


surveyed by the Ross Federal Research Corporation, and Alberta Burke Marketing and Research Company, the 
rate on WLW would be $3,876 to provide the same cost per listener as the leading local stations in these markets. 


During the week of March 22 through March 28, 1939, Ross Federal Research Corporation made 118,920 calls, 
of which 78,793 calls were completed in the following twelve cities: Charleston, West Virginia; Columbus, Ohio; 
Dayton, Ohio; Ft. Wayne, Indiana; Indianapolis, Indiana; Lexington, Kentucky; Lima, Ohio; Louisville, Ken- 


tucky; Muncie, Indiana; Kokomo, Indiana; Newark, Ohio, and Springfield, Ohio. 


In the 13th marker, Cincin- 


nati, out of 21,883 calls made by Alberta Burke Marketing and Research, 14,947 calls were completed. 


Results show that the average audience tuned to WLW from 8:30 A.M. to 10:30 P.M. Monday through Friday 


is 111.8°7, greater than, or 2.1 times that of the 10 dominant local stations serving these markets. 
bined costs of these 10 dominant local stations is $1,830 per hour, while that of WLW is $1,080. 


cost of the local stations is 69.40% greater than that of WLW. 


The com- 
Therefore, the 


Since the dominant local stations collectively have an average of 22.8°, of the audience listening to the radios 


in their respective markets and their combined costs amount to $1,830 per hour, then on an identical cost per 
listener basis WLW’s rate should be $3,876 per hour, inasmuch as WLW's average audience is 48.3°) of the sets 


in use in these same markets. 


is to the city limits of these 13 cities! 


IF YOL 


would know the WHOLE story, write to WLW or Transamerican Broadcasting ¢> Telet 


MORE FACTS AND FIGURES ON WHY I SHOULD BUY... 


~ 


THE NATION’S STATION 


ae 


tston Corporation. 


(And rhis disparity is based on the unfactual assumption that WLW’s coverage 


Ask for 


See the Crosley Building at the New York World's Fair 
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Shift in Copy | 
Theme Results in 
Biggest Pine Year 


Cough Remedy 
Stresses Prevention In- 
stead of Cure 


Philadelphia, May 25.—A _ shift 
from cure to prevention of colds in 
advertising resulted in the largest 
volume in the history of 69-year old 
Pine Bros., Inc., manufacturer of 
glycerine tablets, R. G. Cornelius, 
president, told ADVERTISING AGE to- 
day. The 1938-39 gain over the 
previous season was 13.6 per cent. 
Another gain was steady volume, as 
contrasted with the spurts which 
characterized previous years. 

Until two years ago, Pine Bros. 
glycerine tablets were advertised 
for the relief of coughs and colds. 
Last fall, McKee & Albright, the 
agency in charge, recommended a 
campaign based on relief of “dry 
throat” which would appeal to mil- 
lions anxious to avoid colds. 

This appeal, which was adopted, 
had a sound scientific basis, Mr. 
Cornelius said. It is known that 
throat membranes form a perfect 
breeding place for germs when they 
are dry. 


Used Newspapers and Radio 


The 1938-39 campaign ran from 
Oct. 1 to March 31, weekly copy of 
75 to 150 lines appearing in news- 
papers of 18 major Eastern and 
Midwestern markets. An interesting 
test of radio was instituted in Bos- 
ton and Providence, starting about 
Jan. 1. Newspaper space was 
eliminated in those markets in favor 
of five weekly spot announcements 
for six weeks. This was followed 
by three weekly 30-word spots from 
Feb. 12 to March 30. The results 


| SAILOR GIRL AT WORK 


” OLD HEIDELBERG BEER 


>. Bn iw. m.. 


Blatz Brewing Company offers dealers 

this new sales aid to tie in with copy 

appearing in newspapers and magazines. 

The die-cut display piece is produced in 
full color. 


will play a part in the formulation 
of plans for next fall. 

Cleveland, St. Louis and Milwau- 
kee were added to the 1938-39 
schedule and further expansion of 
territory is planned. Car cards in 
Manhattan and Brooklyn subway 
trains tell the same story as other 
promotion, and complete the annual 
schedule. 


History of Company 


Pine Bros. was founded in 1870 
by J. Herman Pine, an immigrant. 
Being troubled with a throat irrita- 
tion, Mr. Pine obtained relief by 
using plain glycerine. Later he in- 
corporated this ingredient with gum 
arabic and sugar. This proved a 
popular and efficient combination 
and it was mixed and sold in bulk 
at 10 cents an ounce. Five distinct 
flavors were later developed. In 
1907 Mr. Pine dissolved a partner- 
ship which had existed and two 
years later incorporated the busi- 
ness. A policy of consignment 


Yoos... MIN-INENNS are Small 
but do a Rig Selling Job 


lyle H. Mix, of Morris L. Rothschilds, Minneapolis, Minnesota, writes 


“Min-Events ore stoppers 


passers-by slowing up long enough to 


reod a Min-Event ore very apt to stop and shop merchandise dis- 


ployed in the window 


“Min-Events hove that sense of humor seldom found in good adver- 
tising. Good natured customers are much easier to sell and the world today 


needs more such gloom chasers to break down the present day pessimism 


“These displays present soles points ordinarily neglected We are 
willing to tie up with any worthwhile advertising such as your Min- 
Events offer 


“ 


led bY 
sta Rochester 


For Talon: 


Tramp Scene’ min-event, instalied 
by Meier & Frank Company. Portiand, Oregon 


Yes...more than 
“ordinary display” 


Min-Events, an original 
WLS development, are 
visual demonstrations in 
third dimension — inter- 
esting to look at — easy 
to understand. Min- 
Events get more attention 
—more interest—tell their 
story more quickly and 


have a long life. 


For Scovill: 


Wash Day Scene 
min-event, installed by Stix Boer 


and Fuller, St Louis, Missouri 


Whether you sell o product or o service Min-Events tell your story dramatically in third dimension 
Write us regording monner in which we con ossist you with display merchandising No obligation 


W.L. STENSGAARD & ASSOCIATES, Inc. 


346 NORTH JUSTINE AVENUE e@ 


MEW YORK OFFiCcE ° Se. &. & 


CHICAGO, ILLINOIS 
BUILDING, ROCKEFELLER CENTER 


selling helped sales considerably. 

The tablets were packed by hand 
in 11/3 ounce containers and the 
weight has remained unchanged in 
the intervening years. The price 
was 15 cents a package from 1920 
to 1933, when it was reduced to 10 
cents. The company was bought by 
Drug, Inc., in 1930, and was ac- 
quired by the Life Savers Corpora- 
tion in 1933 when Drug, Inc., was 
dissolved. 


Seasonal Shift in 
New Rate Program 


of Outdoor Chain 


Cleveland, May 24.—The four 
Packer-Central outdoor advertising 
companies today announced that 
their rate schedule for 1940 would 
include price differentials for sum- 
mer and winter use of posters, 
based on seasonal variations in 
circulation in the territories oper- 
ated by the chain. 

This is the first such move made 
in this medium and it is expected 
to precipitate considerable discus- 
sion by other outdoor companies. 

The new rates were issued in 
Packer-Central’s “Poster Statistics,” 
its complete schedule for all terri- 
tory covered by the chain. 

J. A. Zimmer, president of Cen- 
tral Outdoor Advertising Company 
and a vice-president of Packer, said 
that the new schedule is based on 
the belief that automobile circula- 
tion constitutes 80 to 100 per cent 
of poster advertising circulation. It 
correlates gasoline consumption in 
the winter season with circulation 
during the same period to accord- 
ingly reduce poster costs. 


Winter Costs Down 


The extent of this reduction in 
winter poster advertising costs in 
all the major cities in these com- 
panies’ territories approximates 25 
per cent. In highway towns the 
reduction ranges from 25 to 33 per 
cent. 

The lower costs prevail in North- 
ern states from December through 
February. In Florida the higher 
prices prevail during a five month 
period beginning Dec. 1, with the 
lower costs effective for the balance 
of the year. The new rates will not 
become effective until Jan. 1. 

Packer-Central companies are not 
members of the Outdoor Advertis- 
ing Association of America and use 
their own auditing bureau instead 
of the Traffic Audit Bureau serv- 
ing other members of the industry. 


Pictures Sports 
As Potential Field 
for More Linage. 


Chicago, May 23.—“Advertising 
minded sports editors” can be one 
of the most effective allies of the 
advertising department of a news- 
paper, Ed W. Cochrane, sports edi- 
tor of the Chicago Evening Ameri- 
can and supervising sports editor of 
all Hearst newspapers, told Chicago 
Post 170, American Legion, today. 
Mr. Cochrane invited all newspa- 
pers to join his organization in ed- 
ucating sports promoters to employ 
paid advertising space instead of 
relying on the press agent. 

Mr. Cochrane said that racing, 
boxing, and baseball promoters are 
logical prospects for the advertising 
columns and that they usually re- 
spond favorably and almost imme- 
diately to the proper suggestions. 
The sports editor is in a strategic 
position to put the new idea across, 
the speaker said. 


Key Figure in 
Pinkham Case Dies 


Aroline P. Gove, daughter of 
Lydia Pinkham, died May 21 in 
Marblehead, Mass., at the age of 81. 

Mrs. Gove was one of the prin- 
cipal figures in the recent litigation 
of Pinkham advertising policies. 


Lincoln Named to 
“Post-Dispatch” Post 


A. G. Lincoln, secretary of the 
Pulitzer Publishing Company, has 
been appointed business manager 
of the St. Louis Post-Dispatch, ac- 
cording to an announcement by 


Joseph Pulitzer, president 


The rates for this department are as follows: 


“Help Wanted,” 


cash with order. 


“Positions Wanted,” 
“Representatives Available,” 30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 Itn., 
$4.75 per inch. Write for folder describing discounts for term insertions. 


POSITIONS WANTED 


HELP WANTED 


LAYOUT & PRODUCTION 6 yr. expe- 
rience. Prefer Chicago or Indianapo- 
lis. Good ref. Now employed Chicago. 
Box 1777, ADVERTISING AGE, Chgo. 


ARTIST 
Experienced pictorial — mechanical 
photo-retoucher—color, black and 
white. Line drawings. Address 


Box 1776, ADVERTISING AGE, Chgo. 


QUALIFIED, YOUNG ADVERTISING 
MAN, age 25. Experienced at copy, 
layout, market survey and space buy- 
ing. Background in sales promotion 
and correspondence. Fine appearance 
and splendid record. Now employed, 
wants connection with high class 


mfr. 
Box 1775, ADVERTISING AGE, Chgo. 


SPACE SALESMAN 

Now handling advertising for small 
professional magazine, experienced 
other publication work. Thorough 
business experience. Age 29. Proven 
ability as sales organizer, practical 
promotional ideas. Travelled East 
and Midwest. A creditable represen- 
tative able to build permanent profit- 
able clients. 

Box 1774, ADVERTISING AGE, N. Y. 


FOOD ADVERTISING MAN... 
desires copy, merchandising work 
with agency handling food accounts. 
Experienced. 

Box 1780, ADVERTISING AGE, Chgo. 


HELP WANTED 


Wanted 
Advertising Man With 
Legal Background 

Nationally known manufacturer has 
genuine opportunity for young man 
about 30 years old who has practical 
advertising experience as well as legal 
training. Give all details of adver- 
tising work and legal education. Also 
indicate salary requirement. Describe 
what you think is your best ability. 
Apply to 
Box 1779, ADVERTISING AGE, N. Y. 


Experienced man under 40 to act as 
editor of hardware trade publication. 
Should have had several years’ ex- 
perience with some hardware paper. 
Kindly send complete details. 

Box 1773, ADVERTISING AGE, Cheo. 


Growing Agency will make exception- 
ally attractive offer to account execu- 
tive who can produce. Dun rating. A. 
N. BAKER ADVERTISING AGENCY, 
Inc., 189 W. Madison, Chicago. 
REPRESENTATIVE AVAILABLE 

Ad salesman, news reporter, feature 
writer; 18 years exp. technical mags. 
Desires Philadelphia area for good 


national trade journal. 
Box 1764, ADVERTISING AGE, N. Y. 


MISCELLANEOUS 


LETTERS—LISTS—REPORTS 


Sales letters that “tell & sell’ com- 
posed to fit F.T.C. regulations. Mail- 
ing lists (new) compiled to fit sales- 
plans. Special personal reporting 
service on any Washington activity, 


statistical or representative. Write 
for valuable information No. 47. Ex- 
ecutives Promotion Service, Wash- 
ington, D. C. 

CURTAILED BUDGETS 
ean still afford economical Photo- 


Offset for all sorts of pictorial adver- 
tising literature, booklets, brochures 
bulletins, testimonials, catalogs, 
charts, diagrams, direct-mail pieces, 
sales letters, etc., etc. 
No tyesetting or engraving 
anything previously printed 
reproduced. 

Short runs no penalty. 

500 COPIES (8%”x11") $2.63 
Additional hundred copies only 22 
Even lower prices for larger orders 
Any size supplied. Free instructive 
Manual on request. 

Laurel Process, 480 Canal St., N. ¥.C. 
In New York City and Metropolitar 
Area, a trained salesman will call or 
request. Just phone WAlker 5-0526 


costs; 
can be 


Levy Gets Lubritex 


General Industries Corporation, 
Newark, N. J., has named Hyman 
Levy Advertising, Newark, to han- 
dle promotion of its new lubricant, 
Lubritex in newspapers and radio. 


Daniel Hays Names O'Dea 
Daniel Hays Company, Glovers- 
ville, N. Y., has named O’Dea, Shel- 
don & Canaday, New York, to han- 
dle its account. Men’s and women's 
glove divisions are included. 


NEIGH HO! COME 10 THE FAI 


... here'll be an audience ta welcome YOUR 46 


KSFO 


“THE AUDIENCE STATION” 
SAN FRANCISCO 


KSFO...Palace Hotel...San Francisco 
560 KC...S5000OW day... 1000W night 
PHILIP G. LASKY, General Manager 


National Representative: 


FREE & PETERS, Incorporated 


COLUMBIA BROADCASTING SYSTEM 


@ ALREADY, several CBS shows have® 
inated through KSFO from studios on Tr 
ure Island, magic setting of the Golden 
International Exposition. Above is one o 
eral such studios available, seating } 
... with others ready to care for up to 3, 
For such CBS programs, KSFO offers’ 
merchandising co-operation, makes ¢ 
possible contribution to greatest succ® 
But the big point is this: there's an audie 
here to welcome YOUR show... wheth 
originates on Treasure Island or any ™ 
spot in the country, or on wax. 

What's more, it’s a prosperous, RESPO 
IVE audience. ¥ Your Free and Pete™ 
can show you FACTS! 
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Toilet Goods Makers 
Hear Appeal for 
Industry Campaign 


(Continued from Page 1) 


included a resolution directed at the 
Federal Trade Commission, criticiz- 
ing the “extensive publicity” given 
to complaints issued against toilet 
goods manufacturers. This resolu- 
tion is similar in character to one 
recently voted by the National As- 
sociation of Chain Drug Stores, al- 
though the latter group directed its 
plea to the press rather than the 
FTC. 

Mr. Thomas, who will resign as 
chairman of the bureau of stand- 
ards Sept. 1, urged the industry to 
map a campaign that would dispel 
the belief existing in many quarters 
that the toiletries business is a 
“racket.” Such a campaign should 
also correct any mistaken ideas as 
to the “fabulous” profits in the 
business, he said. 

The only action taken by the 
group on this proposal came during 
a closed session. It was learned 
that the association voted to spend 
considerable effort during the com- 
ing year on consumer education. 
What form this will take was not 
disclosed. 


Mock Gives Legal Review 


Mr. Mock emphasized the need 
for increasing vigilance on the part 
of the industry to protect itself 
from the several hundred bills pro- 
posed in various state legislatures 
which seek to repeal fair trade acts 
or otherwise hamper the cosmetic 
business. Although none of these 
has been adopted, he warned that 
affirmative action on one might 
start a deluge. 

He accused the Federal Trade 
Commission of unnecessarily delay- 
ing action in concluding many cases 


Fore... 


the finest vacation ever... 
come to the famous 


Buckwood Inn 


AND 


Shawnee 


2 HOURS from 
New York or Philadelphia 


Country 
Club 


® OUTDOOR SWIMMING 
POOL 


® FINEST GOLF COURSE IN 
THE EAST 


®80ATING AND FISHING 
® 125 ROOM HOSTELRY 
® ©XCEPTIONAL CUISINE 


DANCING NIGHTLY IN 
GRILL 


® AMERICAN & 
EUROPEAN PLANS 


® EXCLUSIVE CLIENTELE 


Send for Booklet and Rates 


| 
SHAWNEE-ON-DELAWARE 


PENNSYLVANIA 


and of offering too much involved 
criticism. These delays, he re- 
marked, frequently work against a 
company which confines its adver- 
tising to copy approved by the FTC, 
while giving an advantage to ad- 
vertisers willing to take a chance on 
extravagant claims while the case 
remains undecided. 

He added, however, that in gen- 
eral good relations exist between 
governmental agencies and _ the 
toilet goods industries. 


Sees Political Motive 


Taking up the question of coop- 
eratives and consumer groups, Mr. 
Mock termed the consumer move- 
ment “a tear jerker of politics,” 
brought into hearings by govern- 
mental agencies to win public sym- 
pathy. These groups, he said, direct 
a good deal of their fire against cos- 
metics on the grounds that they are 
over-priced. 

The neatest answer to this charge, 
he said, is that cooperatives which 
have attempted to market cosmetics, 
have charged more for their prad- 
ucts than standard brands and 
many eventually abandoned the 
effort. He sounded a _ warning, 
however, that consumers are becom- 
ing more and more discriminating 
and must be taken into considera- 
tion by cosmetic manufacturers. A 
little understatement in advertising, 
he said, would be exceedingly wel- 
come to consumers and might prove 
very effective. 


Cites Labeling Perplexities 


Concern over the labeling of 
products which are on the border- 
line of drug or cosmetic classifica- 
tion, according to the new laws, was 
expressed by Earl Means, vice-pres- 
ident, Bristol-Myers Company, who 
declared that hair preparation man- 
ufacturers find themselves in a dif- 
ficult position. 

“If you say your product stimu- 
lates the scalp,” he pointed out, “the 
government considers it a drug and 
you must list your formula, which 
may be secret. If you say your 
product is only a hair dressing, you 
have to pay the cosmetic tax.” 

Mr. Means declared that the Food 
and Drug Administration admits 
the term “hair tonic” is a complete 
misnomer, and expressed the opin- 
ion that no test case would be made 
of a product called a hair tonic 
which is advertised only as a dress- 
ing. He also said cosmetic manu- 
facturers should welcome the gov- 
ernment’s restriction on fancy over- 
size jars as effecting an economy. 

“We can sell the same amount of 
goods if we use smaller containers. 
Sales vary with the amount of ad- 
vertising you give a product, and 
are not dependent on the package,” 
he concluded. 


Form Mason-Webster 


Mason-Webster, Inc., has been 
organized in the Metropolitan Bank 
bldg., Minneapolis, by Herb J. 
Mason and H. P. Webster and has 
been appointed to handle the ac- 
count of M. A. Gedney Company, 
Minneapolis. Olga A. Lindquist 
has joined the radio department 
and Harry Jorgensen the art de- 
partment. 


Forms Richman Corp. 


Harry Richman Novelties Corpo- 
ration has been organized at 500 
Fifth avenue, New York, by the ac- 
tor to manufacture a streamlined 
cigarette case in base metals and 
sterling silver. Walters Advertising 
Associates, New York, is the agency. 


Join Markets Group 


Tyler Watson has joined the Chi- 
cago office and John Montague the 
New York sales staff of the First 3 
Markets Group. Both were for- 
merly in the advertising depart- 
ment of the Chicago Tribune. 


Drive for Asparagus 
Garden State Asparagus Growers 
Association, comprising New Jersey 
asparagus growers, will launch a 
newspaper campaign in New Jer- 
sey. Brooke, Smith, French & Dor- 
rance, New York, is the agency. 


Schimmel Joins Watts 


William B. Schimmel has resigned 
from the art department of Benton 
& Bowles, New York, to join Harry 
Watts Studios, New York, where he 
will manage an art service. 


Olson with Celotex 


Martin Carl Olson, formerly ad- 
vertising manager of The Lehon 
Company, has been appointed as- 
sistant manager of the roofing and 
allied products department of The 
Celotex Corporation, Chicago, a 
newly created post. 


Elected BBDO Directors 


Egbert White, account executive 
in the New York office, and John C. 
Cornelius, head of the Minneapolis, 
Chicago and Hollywood offices, have 
been elected to the board of direc- 
tors of Batten, Barton, Durstine & 
Osborn. 


Goldsmith to Overland 


Louis Goldsmith, formerly with 
Rauchbach - Goldsmith Company, 
Newark, has joined Overland Trunk 
Company, New York, as director of 
sales and advertising. 


Thompson Expands 


George E. Thompson, Eastern 
representative of outdoor advertis- 
ing plants, has moved to larger of- 
—- 420 Lexington avenue, New 

ork. 


Chemical Account to Hill 


Earle Chemical Company, Wheel- 
ing, W. Va., manufacturer of pro- 
prietary medicines, has appointed 
The Albert P. Hill Company, Pitts- 
burgh, to direct its account. 


Several Personnel 
Shifts Announced 
by McGraw-Hill 


New York, May 24.— Personnel 
shifts affecting several publications 
of McGraw-Hill Publishing Com- 
pany have been announced here by 
Howard Ehrlich, executive vice- 
president. 

Effective June 1, J. O. Peck will 
be transferred from the Chicago of- 
fice to headquarters in New York 
to become director of sales research. 
He will supervise company promo- 
tion and institutional advertising, 
and will report to Mr. Ehrlich. 

Mr. Peck’s post as associate dis- 
trict manager will be assumed by 
A. Hauptli, Jr., who has been on 
the Chicago sales staff of Electrical 
World for the past 16 years. Suc- 
ceeding Mr. Hauptli will be G. J. 
Seaman, who has _ represented 
Electrical Merchandising and Radio 
and Television Retailing in Chi- 
cago. 

Arthur Carwardine, formerly 
Chicago and Ohio representative for 
Cosmopolitan, will take over Mr. 
Seaman’s previous duties as West- 
ern district manager of Electrical 
Merchandising. Kurt Groener, for- 
merly Chicago office representative 


for McGraw-Hill, has been ap- 


pointed Western district manager of 
Radio and Television Retailing. 

On Factory, J. A. Cawley has 
taken over the New York territory, 
replacing W. J. Masterson, Jr., who 
resigned to join Lloyd H. Hall 
Company, New York agency. A. T. 
Ofstie will cover the Philadelphia 
territory. 

L. E. Crist, who represented Fac- 
tory in New York and New Eng- 
land before shifting to Textile 
World, has taken over the Chicago 
territory for Factory, succeeding 
H,. E. Hilty. Robert Rose has been 
transferred by the same paper 
from New York to assist in the 
Ohio-Michigan-Pittsburgh territory. 

S. H. Babcock, who has repre- 
sented Electrical West in the Chi- 
cago-Cleveland area, has taken over 
the Cleveland territory on Electrical 
Contracting and The Wholesaler’s 
Salesman. He replaces W. W. Ring, 
who resigned to rejoin Westing- 
house Electric & Mfg. Company. 

The catalog division has shifted 
M. S. Kearney from New York to 
Chicago. N. V. Palmer, Philadel- 
phia representative of Electrical 
Contracting and The Wholesaler’s 
Salesman, has taken over New Eng- 
land for the catalog division. 

Frank J. Seiler, associate editor 
of Electrical Contracting, has been 
transferred to the sales department 
to replace Mr. Palmer in Philadel- 
phia. 


Beyond Those Shocks [$40,000,000 Worth] Lies Wichita! 


to be spent for cars and crackers and cosmetics and clothes. 


CARLOAD WHEAT WORTH $40,000,000 is sold in an average year through the Wichita Board of Trade—wheat 
bringing dollars into the pockets of folks in the big KFH AIREA. More evidence that there's wealth here, money 


You can tell them about yours on KFH. 


i 


. 
* 


Bros, 
iy 


7 
“s 


Oh Semon. 


VHRR Ry 4 1" hy Ay) 
ay spate a: 
‘ \é t ! Le ei " +! 
ih he eS e| 


a 


. 


CARLOADS WAITING—hundreds of 


them daily from country elevators into 
this great grain market when wheat 
threshing season is on, and cash goes 
back to the growers. 


“You can’t sell Kansas without 
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COMBINES take to the fields in 
June to harvest the world’s finest 
wheat, turning Kansas’ No. 1 crop 
into buying power for farmers of the 
KFH AIREA. 


KFH” is a well-known truth to 


radio time buyers who have tested the first station in this rich agri- 
cultural market. Right now Kansas folks are looking toward a big 
wheat season, and more money from other crops and livestock which 
brings them nearly a quarter of a billion dollars in farm income in 
an average year. In its primary area more than 292,421 homes* own 
radios, and call KFH their “home station.” 


That Selling Station 


for Kansas 


KFH 


WICHITA 


* Authority—Glenn D. Gillett Certified Audit 
March, 1939 


CBS — 5,000 Day — 1000 Night — Call Edw. Petry & Co. 
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Canadian Copy 3 
Shows Deference 
fo Royal Couple 


(Continued from Page 1) 


and maps of the tour. The Ca- 
| nadian Pacific Railway produced 
one of the most impressive of these 
booklets. 


French Line 
Assures Travelers 
Crisis Is Past 


New York, May 25.—Travel copy | 


Index of Retail Activity in 80 Important 


Markets 


Based on total retail advertising volume in all newspapers in each city. 


(Copyright, 1939, by Advertising Publications, Inc.) 
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Food Industry 
Lauds Conduct of 
Rochester Test 


But Manufacturers Are 
Wary of Long-Range 
Effects, Says Willis 


New York, May 25.—The Na- 
tional Food and Grocery Conference 
Committee, in session here today, 
dispatched a telegram to Secretary 

Agriculture Henry A. Wallace 
commending both the organization 
ind the handling to date of the fed- 
eral surplus food stamp plan 
launched in Rochester last week. 

The committee, which included 
representatives from all branches 
of the food industry, took this ac- 
tion at a closed meeting which was 
featured by the election of new of- 
ficers. P. H. Massman, president of 
National Tea Company, who repre- 
sents the national chains on the 
committee, was chosen to succeed J. 
Frank Grimes, president of Inde- 
pendent Grocers’ Alliance, as chair- 
man of the committee. 

Charles E. Smith, Dayton grocer 
who represents the National Retail 


Grocers Association, was named 
vice-chairman, and L. W. Hitch- 
cock, representing the National 


Voluntary Groups Institute, 
elected secretary. 

Following the meeting, Paul S. 
Willis, president of Associated Gro- 
cery Manufacturers of America and 
the first chairman of the conference 
committee, discussed with ApvER- 
TISING AGE various aspects of the 
stamp plan. 

While admitting that no interfer- 
ence whatsoever by the government 
with the economic law of supply 
and demand would be preferred by 
the industry, he praised the federal 
plan as being far better than the 
system employed before its adop- 
tion. 

He declared that the former plan 
by which the Federal Surplus Com- 
modities Corporation distributed ex- 
cess supplies of agricultural prod- 
ucts was far less efficient than the 
w stamp system, as demonstrated 

the current test in Rochester. 
Thus far at least, sales of com- 
petitive products not listed among 
surplus items have held up well. 
Retailers, wholesalers and brokers 
have been more enthusiastic about 
the plan from its inception than the 
manufacturers. Mr. Willis pointed 
out that several manufacturers have 
representatives in Rochester to 
watch the sales trend of non-sur- 
plus items in competition with 
merchandise being distributed free, 
but that the test is too young to be 
sure that the immediate success will 
continue. 

Some manufacturers, he said, 
fearing that the stamp plan will 
provide an excuse for the govern- 
ment to interfere with the food in- 
dustry, are opposed to the present 


was 


’ 


DV 


program. They point out that 
when a surplus commodity like 
grapefruit is distributed to relief 


clients, the sale of such products 
as canned pineapple and fruit 
juices is bound to suffer. 

Such manufacturers insist that, 
despite the early success of the 
plan, their own sales are certain to 
decline in the long run. They ex- 
pect that after a month or so, sales 
volume of non-surplus foods will 
drop as volume of surplus products 
increases. 


Rural Listeners 
Show Fondness 
for Daytime Shows 


(Continued from Page 1) 
listeners. Figures compiled in the 
annual rural study were compared 
by CAB with listening statistics col- 
lected fortnightly in 33 cities and 
towns. 

The report, the complete version 
of which includes 30 pages and is 
released only to subscribers, men- 
tions several exceptions to the gen- 
eral rule. The National Barn Dance, 
sponsored by Miles Laboratories 
for Alka-Seltzer, is one evening 
program which attracts a greater 
share of its audience from rural 
listeners. The Lowell Thomas news 
broadcasts sponsored by Sun Oil 
Company, Lum and Abner spon- 
sored by General Foods for Postum, 
and Mr. Keen, Tracer of Lost Per- 
sons aired by Bisodol Company, are 
other evening shows more popular 
with the rural population. 

The report also includes a num- 
ber of daytime shows which are 
between 40 and 65 per cent more 
popular in farm areas than in CAB 
cities. It also compares average 
time in which receiving sets are in 
use among both groups. 


Springfield Club Names 
Hinshaw President 


Kenneth Hinshaw, advertising di- 
rector of Eastern States Farmers’ 
Exchange, has been elected presi- 
dent of the Advertising Club of 
Springfield, Mass. 

Other officers are Roger Vickery, 
Carter Rice & Co., first vice-presi- 
dent; Peter Ham, Farm Credit Ad- 
ministration, second vice-president; 
Archie H. Matthews, Springfield 
Newspapers, treasurer; James R. 
Turnbill, Monsanto Chemical Com- 
pany, secretary, and Bertha S. 
Bleicher, Better Letter Service, as- 
sistant secretary. 

Sign Association 
Sponsors 3rd Exhibit 

National Sign Association, Den- 
ver, will sponsor the third Interna- 
tional Sign Exposition, Aug. 22-24 
at the Stevens Hotel, Chicago. 

The association has published its 
first summary of city sign ordi- 
nances of the United States, the 


survey including all cities of 15,000 
population and over. 


Account to Doremus 


New England Transportation 
Company has appointed Doremus 
& Co., Boston, to handle its adver- 


ing costs. 


today! 


7 
FREE IDEA KIT 
FOR PRINTING BUYERS 


New portfolio just released by Rapid 
Copy offers money-saving information 
about savings through PLANO. 
GRAPHY, the modern way to cut print- 


Write or phone for your free copy 


C 


tising. 


173 W. MADISON ST. 
Phone STAte 5977 
CHICAGO 


hte to 


Report Benefits 
in Initial Stamp 
Test in Rochester 


(Continued from Page 1) 
and cornmeal. Apparently the pre- 
diction of Milo H. Perkins, author 
of the stamp plan and president of 
the Federal Surplus Commodities 
Corporation, to the effect that groc- 
ers will be willing to shave profit 
margins in order to stimulate vol- 
ume, is being borne out. Cornmeal 
has dropped from 30 to 16 cents for 
five pounds, butter a cent a pound, 
beans two cents, and the other items 
were also down. An_ increased 
turnover has been reported for most 
other grocery products. 

Under the Rochester plan, relief 
families, including WPA _ workers, 
may purchase up to $1.50 worth of 
orange stamps per member weekly, 
receiving half of that amount free 
in blue stamps. The latter are used 
in trade for the surplus products. 
The orange stamps may be applied 
to any non-surplus food items. 


PERKINS CALLS STAMP 
PLAN A STOPGAP 


Washington, D. C., May 24.—The 
food stamp system is merely an ex- 
periment in an effort to gain wider 
distribution of surplus foods, Milo 
H. Perkins, author of the plan, told 
the so-called Monopoly Committee 
here today. Mr. Perkins appeared 
briefly to explain to the members of 
the Temporary National Economic 
Committee the need for increasing 
the income of those on relief as 
a means of improving national 
economy. 

Mr. Perkins called the program a 
stopgap which he hoped would not 
have to be continued. 

However, he added, the test at 
Rochester is proving extremely suc- 
cessful. The plan will be extended 
to Dayton, O., June 1, he said. 
The Rochester method, he explained, 
has increased the value of the aver- 
age meal of those on relief from 6 
to 7.5 cents per capita. 


John O. Young, 
Co-founder of Y&R, 
Organizes Agency 


(Continued from Page 1) 
ciated with Mr. Young, will be re- 
vealed soon. 

Last September, Mr. Young be- 
came president of Atchison Agrol 
Company of Atchison, Kan., organ- 
ized to produce and market a motor 
fuel blend of gasoline and grain al- 
cohol. His return to the agency 
business, he said, is in quest of “the 
action and constructive opportunity 
I have found only in advertising.” 

Young & Rubicam was formed in 
Philadelphia in 1923 by Mr. Young 
and Raymond Rubicam, who is now 
chairman of the agency. Both had 
previously been with F. Wallis 
Armstrong, but left N. W. Ayer & 
Son to establish the new business. 


Milwaukee Women 
Elect Helen Weiser 


Helen G. Weiser, sales director of 
Safety Envelope Company, has been 
elected president of the Women’s 
Advertising Club of Milwaukee. 

Nan Loughran, Old Line Life In- 
surance Company, has been named 
vice-president; Ursula Wehde, 
American Lace Paper Company, 
recording secretary; Maxine Plate, 
Ambrosia Chocolate Company, 
treasurer; Dorothy Kenealy, Com- 
mercial Letters, corresponding sec- 
retary. 


Martin Is Triad Speaker 
A. L. Martin, director of mer- 
chandising of the Woman’s Home 


| Companion, will be guest speaker 
,at the 26th annual banquet of Triad 


League, New York University Ad- 
vertising club, June 2 at the Ad- 
vertising Club of New York. 


| 
| 


Radvin Joins Kupsick 

Chester J. Radvin, formerly of | 
Frank Kiernan & Co., New York, 
has joined J. R. Kupsick Advertis- 
ing Agency, New York, as account 
executive. 
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New York May 
Secure $250,000 


for Promotion 


Albany, May 25.—The Empire 
State will have at its disposal a 
$250,000 appropriation for promo- 
tion purposes next year if two bills 
now in the legislative hopper are 
carried through to a successful con- 
clusion. 

One measure, already passed by 
both houses and scheduled for ap- 
proval by Gov. Lehman, calls for 
an outlay of $125,000 for a national 
campaign “designed to induce vis- 
itors to the World’s Fair from out- 
side the state to travel by means of 
New York routes and to advertise 
the attractions and advantages of 
the State of New York.” An amend- 
ment to the measure also appropri- 
ates $75,000 to enable the publicity 
bureau to advertise the state’s rec- 
reational advantages. 

The second bill authorizes a $50,- 
000 budget to exploit farm products 
bearing the state label. This activ- 
ity was agreed upon last year but 
no funds were voted to develop the 
activity. J. M. Mathes has already 
been named agency to direct the 
program. 


NAEA to Sponsor 
Advertising Competition 

An advertising competition will 
be sponsored by the Newspaper 
Advertising Executives Association 
for staff members of dailies who are 
NAEA members. 

Prizes will be awarded at the an- 
nual convention June 18-22, and 
displays will be on exhibition at 
that time at the Waldorf-Astoria, 
New York. 


Stearn Names Gunning 


T. Hobbs Gunning has _ been 
named general manager of Stearn 
Advertising Company, Cleveland, 
street car advertising. 


O'Leary Joins “Elks” 

Don J. O’Leary, formerly with 
Cue, The American Weekly and 
Scribner’s, has joined the New York 


staff of The Elks Magazine. 


Old Slogans 
Stir Memories 
Among Laymen 


New York, May 23.—Though the 
experts on the Canada Dry “Infor- 
mation Please” program were ex- 
tremely juvenile when the adver- 
tising of the companies concerned 
was at its peak, they had no dif- 


ficulty tonight in identifying four 
products from the slogans which 
once appeared in every piece of 


copy. None of the four was a pro- 
fessional advertising man. 

“Ask Dad, He Knows” was 
quickly attributed to Sweet Caporal 
cigarettes. “Is There a Little Fairy 
in Your Home?” was immediately 
recognized as the one time slogan 
of Fairy Soap, and “See That 
Hump” was connected with De 
Long hooks and eyes. “Good Morn- 
ing, Have You Used Soap” 
failed to baffle the jury, which im- 


mediately mamed Pears as_ the 
product. 
Thus the Canada Dry “brain 


trust” batted 1,000 on this, its first 
flight into the realm of advertising. 


Gets Two Accounts 


Whipple & Black Advertising 
Company, Detroit, has been named 
to direct a radio drive for Dustex, 
specially prepared dusting paper, 
made by Harvey Paper Products 
Company, Sturgis, Mich. Scripps 
Motor Company, Detroit, has also 
named the agency to direct a cam- 
paign in boating publications for its 
marine engines. 


Account to Buckley 


Earle A. Buckley Organization, 
Philadelphia, has been appointed to 
handle the account of Franklin Re- 
search Company, Philadelphia, 
manufacturer of floor treating ma- 
terials. Business papers and direct 
mail will be used. 


Campaign for Asheville 


The Real Estate board of Ashe- 
ville, N. C., will soon launch a cam- 
paign to promote the advantages 
of Asheville to persons who have 
retired from active business and 
wish to buy or build a home. 


25,466 MANUFACTURERS 


Out of an average total edition of 50,807, Dun’s Review 


reaches 25,466 manufacturers. 


The size of these concerns, as 


indicated by their financial ratings, and the title of the officers 
reached in each group, appear in the following analysis: 


$125M-Over 
$1,000,000 


Owners, Partners 


215 
Chairman of Board 50 
President 59745 
Treas., Sec’y 1,560 
District Manager 1,807 
All Other 3,991 
Totals 13,371 


All Other 
(under $20M, 

$20M- not rated, 
$125M or N.Q.) Total 
493 320 1,028 
I 6 57 
35704 2,865 12,317 
654 527 2574! 
8S 201 2,096 
1,541 1,695 7,227 
6,481 5,614 25,406 


These figures are the result of a name-by-name check; they 


are not the result of a projection 


of a sample. 


In addition, the magazine reaches 11,742 wholesalers, 4,171 
banking, financial and insurance companies, and 9,428 miscel- 
laneous. Complete breakdown available for each group. 


DUNS REVIEW 


PUBLISHED BY DUN & BRADSTREET, INC. 
NEW YORK CHICAGO CLEVELAND 
290 Broadway 228 No. LaSalle St. Bulkley Bidg 


REACHING CHIEF EXECUTIVES OF LARGE CORPORATIONS 
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ADVERTISING AGE 


May 29, 1939 


a 


SECOND ANNUAL C.F.A.C. 


OX ROAS 


ALL DAY SATURDAY 


JUNE 3 


lf it rains, come Sunday, June 4 


11 A.M. TILL ? 


ILGAIR PARK 


6200 TOUHY AVE. 


For Chicago Advertising 
= Men and Women — Your 
ab Family and Friends ! 


TICKETS are only $2.50 now—Call or 


write immediately to Ticket Chairman, James V. 
Malone, Standard Rate & Data Service, 333 N. 
Michigan Ave., Ran. 5616. Tickets will be $3.00 


. at the gate! ; 
= 6. The BEST TIME in YOUR LIFE! | = 
sae FOOD | | All you can eat—and drink—including tender, Ox Roast Committee 7 

fe delicious roasted ox. — . ' : 

George W. Kowalski, General Chairman ; 

SPORTS | | Archery, horseshoes, badminton, deck ten- — nea Gone 

nis, tug-of-war, volley ball, darts, croquet, races, ping pong, GAMES — . 

7 swimming—and a game of baseball on mule-back! Sam B. La 

Tas ke Gane web GROUNDS Marnel O’Brya [i 


ENTERTAINMENT !! 4: Greene and Arlite 


Smith, diving champions; Adolph Kiefer, backstroke champion; 
Medinah Mermaids water ballet . . . Willie Shore . . . Kretlow 
dancers . . . Luis and Georgiana . . . Harmony Kings . . . Four 


White Sox 


Vagabonds . . . Johnny Johnson, NBC singer . . . and many 


more. 


MORE FUN I! Movies, dancing, contests, campfire 


MEDINAH MERMAIDS 


ALL THIS FOR ONLY $22°—IF YOU ACT NOW 
ONLY $322 AT GATE 


Ed. Geiger 


MUSIC & ENTERTAINMENT Wm. H. Aaron, J: 
Merritt R. Schoenfeld 


CELEBRITIES Homer S. Buckley 


PRIZES 
TICKETS & RECEPTION James V. Malone 


PUBLICITY & ADVERTISING Charles Lilienfeld 


William R. Harsbe 


They'll present water ae P TRANSPORTATION J. Flanner’ 
ballet singing, four rounds of boxing! E. M. Pittenge! 
FINANCE W. A. Jimiso 


C. F. Southward, Executive Secretary 


M. Glen Miller, CFAC Officer in Charge 


Aubra B. Johnstos 


The Chicago Federated Advertising Club 


A FEDERATION OF LOCAL ADVERTISING ASSOCIATIONS SUITE 339, HOTEL SHERMAN, CHICAGO PHONE FRANKLIN 210 


THIS ADVERTISEMENT SPONSORED BY 


mm COLLINS, MILLER & HUTCHINGS, INC. 
oy PHOTO ENGRAVERS CHICAGO, ILL. 
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PHOTOGRAPHIC REVIEW 
OF THE WEEK 


| WISDOM PERSONIFIED BY GENERAL MOTORS ICED COFFEE SYMBOL 


BRINGING THE MOUNTAIN TO MAHOMET 


| “Just a minute 
| young feller! 


ma \ \ 


, ' 


€ a : 
é i. 


For those who won't be able to see the New York Fair, Westinghouse is providing 
a movie that reviews the entire spectacle, at the same time performing a public 
relations job for the company. One of the scenes in the picture is being filmed 
here. In front of the stage are Producer Reed Drummond (left) of Fuller & 
Smith & Ross, and Director Robert R. Snody. (Story on Page 1!4.) 


PLEASANT THROWBACK TO YESTERYEAR 


a 


I'll figure the financing cost myself” 


By means of this appealing Norman Rockwell painting, General Motors tells a 
simple, effective story in current magazine copy regarding the advantages of 
j utilizing the finance facilities available to G-M dealers. 


LUXURY APPEAL, DOUBLE RICH The American coffee industry has 
adopted this polar bear cub as the offi- 
— ene eVC—_— 


7 


cial symbol for Iced Coffee Week, June 

25-July 1. The emblem will be con- 

tinued in cooperative as well as indi- 
vidual advertising thereafter. 


O. K. 


mu & r 
Three of Chicago's most popular models—Marian Demuth, Naomi Anderson and 
Loraine Dunn—do a dress rehearsal for the covered wagon ride they'll take 
through the Loop to proclaim the Frontier Frolic on June 10, in behalf of the 


New Arts Center, a union of all Chicago graphic arts interests. The gorgeous 
Miss Anderson is an effective honky tonk queen, except for her 1939 footgear. 


THE BOSS SHOWS HOW IT'S DONE 


W. W. Wachtel, Calvert Distillers presi- 
dent, tries out the correct grip as ex- 
plained by Paul Runyan, golf pro, in a 


| Furness Bermuda steamship line draws crowds to its Fifth avenue window by new promotion booklet written for Cal- 

Gramatizing a charming Bermuda wedding scene with the aid of Gorham silver- vert. Entitled, "Golf Is a Game," the 

were. Abbott Kimball Company, the Gorham agency, actually sent an expedition booklet will be distributed to club mem- 
to the island to capture the authentic atmosphere. bers throughout the country. 


SOUND OBJECTIVE FOR ALL GOLF ADDICTS 


vo» LO-N-G DRIVES 
vt PENN 7! 


GASOLINE 
Perfect Partner of 


PENN2ZOQOIL 


MOTOR OIL 


Pennzoil Company strikes a note of responsiveness in countless hearts with this new 24-sheet poster scheduled for showings in 
Ohio and Pennsylvania. Fuller & Smith & Ross, Cleveland, is the agency. Continental Lithograph Corporation produced D. H. Livingston of Eye Catchers, Inc., New York, assumed a dynamic pose in 
the poster. order to show his models how to put pep into their portrayals. 
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".. unexpected excitement over 


May 29, 1939 


our 


= campaign in the Chicago Tribune." 


-E.M. BARNHART 


PRESIDENT 


CAPPER & CAPPER 
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“If four Tribune ads can cause such 
. 5 J * 
an upheaval in the men’s wear in- 
‘ dustry, then every manufacturer in mnceietNHamy 


it is overlooking a bet by not using 


the Tribune.”’ 
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belie, NeunCh in ea ment pond = 
As 7 Will be i re lheney mA, 7 poent Canpattered 
. & CAPPER on March 9 placed in the Chicago repent not Seine to he anarts) ane dn the 
Tribune a 450-line advertisment announcing a new line over the wees. develac? the manus it. 
4 of men's shirts at $2.50 to $6.50. Within the next seven days for he po as f 2teregg fhese new arers ei 
5 bi three smaller advertisments in the Tribune featured the same pnd. P st hystes?, 0 Tee tie we and ine a - 
rule merchandise. fi ae a = erty mented % tS but : mene ©8 al) 
**Since March 9, we have had an increase in our shirt sales oa. ur » ei hem Some ng id Londres on 
of 148% over those of the corresponding period a year ago,”’ Certaz in any 27 Modest 7 shi ores 
- ie wrote E. M. Barnhart, president, on April 4. a using ty, tweet ome ad a 
ai ‘The manufacturers who co-operated with us in designing trp cte cape eae se ae to a at es wast a 
al. these shirts,’’ he continued, ‘‘were particularly anxious that — Yor re the atten eee ext’, 8 13 Poduot , & bet 
they be announced in the Tribune because of its local domi- oo” 4 non. here A wtaot ty Penn’ an pec ; 
‘e nance, but they report a surprising interest in the shirts in 201g o1ous 2. tse whatg?eaga Sula ae _ 
. the shape of inquiries from all over the country.” helptyy * S°rveg py. tina we° ; 
Then, on April 26, Mr. Barnhart reported the ‘‘unexpected ° who hag none ~ 
excitement’ described in the accompanying letter. aes t | 
; - al) i 
Here is a slant on the Chicago Tribune which should be of in- E. Mu, Barnha» GL ” . 
terest to every manufacturer of nationally advertised products. ee eg, when ST TIS TT | 


As Chicago's most widely read newspaper and most pro- 
ductive advertising medium, the Tribune has an influence 


which is national in effect. 


Every day of the week, the Tribune is read by more than 
725,000 families living right in Chicago and suburbs. This is a 
majority of all the families in metropolitan Chicago—and 
practically as many city and suburban families as are reached 


by any two other Chicago newspapers combined. 


The experience of retailers and manufacturers alike indi- 


In addition, the Tribune is read by hundreds of thousands 
of other families living in cities and towns in the five states 
adjacent to metropolitan Chicago. Besides key families, think 
of the merchants and retailers whose buying also is influenced 


by what they see advertised in the Tribune. 


Here's the only Fellow 


most men’s shirts would 
REALLY FIT!... 


PILOTS Piss PS PISS SIS > 


~~ = This definite plus value is one of the reasons why general BECAUSE, surprisingly enough, thers the wey simon sll men's 
_ s 5 . 7. ‘ = of . 7 P = : . Sy shires are cot Spread owt ove of pour ows 4 
~~ % cates that Tribune readers make up their largest and best advertisers spend a greater proportion of their newspaper thie sed you'll discover thet the sleeves ; 

ia 2 = " . 7 —_ . oe e ‘ are set a at right eugle:—\ike his—— 

tage Chicago market. Through the Tribune they reach Chicago's advertising budgets in the Tribune than tn all other Chicago ¥ Thee spread wut your cost—sed you'll soe thet the sleeves sre ; 
largest constant audience—a responsive audience which is newspapers combined. le Ppa cp ta aa oon tor ial a 
accustomed to buy what is advertised in che Tribune. : , tote cn-nesoneee, onal 
To launch a new product in the Chicago market or to spur - t wens, with slorres thar do hang thet way, We developed the per 
7 é terns owt of ow Cumom shirt expereace and it took eight months by) 
On the basis of results, Chicago department stores spend the sale of an established one, you can get greater results by \x of coopermion with one of America's ouumading shinmabers 
more money for advertising in the Tribune than they spend in building your advertising program around the Tribune. Rates : €Excetle ; 
1 ae C9 . oe on bi ad cheval ; } 51 — . 2 to perfect oll the details thet insure successtul adjustment to varying 3 
all other Chicago newspapers Combined. per 100,000 circulation are among the lowest in America. ; gupmtes ten Gite ab Sinan tnnteaeidn , 


Chicago Tribune 


8 you s much cleswer, mmoother Ai thao pou beve ever hed before 
You the prices are ao bigher thee those esked for ordinary shure 
of comparable fabrics, 929° re 69° 
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: THE WHORLD'S GREATEST NEWSPAPER Ts a ck a ah Ss Sh 
@ This is a small-scale reproduction of the 450 
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AVERAGE NET PAID TOTAL CIRCULATION NOU 


OVER 


900,000 DAILY—OVER SUNDAY 


advertisment which launched the four-ad camp#: 
which produced the results described in the x0” 


panying letter 
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